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Delegates’ travel plans got you coming and going ? 


Let TWA handle all the details! 


At no extra cost experienced 
TWA representatives will help you 
contact members, reserve space and 
make all arrangements on conven- 
tion flights. 


Wide choice of flights and fares 
from economical TWA Sky Tourist 
to TWA ‘‘Ambassador’”’ flights—the 
world’s most luxurious air service at 
no extra fare! 


Only TWA serves 60 U.S. cities from 


coast to coast and 21 world centers 


in Europe, Africa and Asia...assures 
maximum comfort, speed, and con- 
venience all the way. 


TWA’s stopover privileges permit 
delegates to stop off en route at no 
extra fare for business or include a 
vacation in their trip. And it’s smart 
to take the family along with TWA’s 
Family Half-Fare Plan. 


TWA air cargo provides swift, sure 
shipment of your convention exhib- 
its, samples and merchandise in 
plenty of time. 


For complete data on TWA convention services, call or write 


local TWA 


your 


office. Or 


write: Convention Manager, 


Trans World Airlines, 380 Madison Ave., New York 17, N. 


CURRENT CONVENTIONS AND 
SALES MEETINGS USING ‘TWA’S 
WORLD-WIDE SERVICE: 


World Medical Association 
October 3-10, 1954—Rome, Italy 


Photographic Society of America 
October 4-9, 1954—Chicago, Illinois 


National Association of Food Chains 
October 12-16, 1954—New York, New York 


Society of Motion Picture and TV Engineers 
October 17-22, 1954—Los Angeles, California 


National Safety Congress and Exposition 
October 18-22, 1954—Chicago, Illinois 


Dairy Industries Supply Association 
October 24-28, 1954—Atlantic City, N. J. 


FLY 


TRANS WORLD AIRLINES 


SHOW MANAGEMENT 


by American Decorating Company 


Growth in the size, income and prestige of your Association’s Exposition 
is certain when you employ the techniques developed by American Decorat- 
ing Company's specialized show management and production personnel. 
An outstanding example of seven years of expansion under Planned Show 
Management is the National Restaurant Exposition raised from 200 to 920 
exhibit spaces, now grossing 220,000 sq. ft.—a 360 per cent increase in 
size and income—with 450 exhibitors. This show is still growing and will 
require even more space for the 1955 Exposition! 


Harold E. Bartlett of American Decorating Com- 
pany, who is the veteran Exposition Manager for 
the National Restaurant Exposition (left, standing) 
is shown at a planning session with Armin Kuss- 
worm, Secretary of the Association, Albert W. 
Erickson, American Decorating Company's man- 
agement staff, Frank Wiffler, Executive Vice Presi- 
dent of the National Restaurant Association and 
Ransom Callicott, Vice President of the National 
Restaurant Association. 


American Decorating Company leads the field in experienced 
show management and production personnel. This permanent staff 
is available to you when you use Planned Show Management. 
Your inquiry is invited. 


Typical of Planned Show Management are these views of the garage entrance to Chicago's Navy Pier. Left was taken at 6:00 
p.m., May 9, 1954; right is the National Restaurant Association Exposition’s registration area at 8:00 a.m., May 10, 1954. 


AMERICAN DECORATING COMPANY 


1849 West 24th Street, Cleveland 13, Ohio 
CONVENTION MANAGEMENT Telephone—Tower 1-6045 EXPOSITION FURNISHINGS 
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Before You Plan a Motion Picture 


Save yourself needless expense and 
wasted time. Check the step-by-step pro- 
cedure to use in planning a film and its 
promotion. 


By Fred C. Regan, Sales Promotion 
Dept., Behr-Manning Corp. 


What You Can Learn from a 
Big Exhibitor 


Eastman Kodak outlines five basic guides 
to profitable exhibiting; has a hundred- 
shows-a-year experience on which to 
draw. 


By Robert C. Locker, Manager, Ex- 
hibits Division, Advertising Dept., East- 
man Kodak Co. 


Strip Meeting Teases Greater Sales 


Visking Corp. salesmen wear the clothes 
they earn in contest. Come to meeting 
dressed or undressed according to per- 
centage of quota reached. 


When Making More Money 
Is the One Big Interest 


Paint dealers are interested in cash so 
O’Brien Corp. developed a school to teach 
them how to get it. 


By Michael F. Twomey, Jr., Sales Pro- 
motion Manager, The O’Brien Corp. 


Why Sun Oil Runs 
Conferences on Economics 


Unless management people understand 
basic economics and how they and their 
company fit into our capitalistic system, 
they can’t be sure they are always mak- 
ing the best decisions. 


Exhibitors Can Be Given 
Audience Buying Patterns 


Three-part study reveals who attended a 
permanent exhibit, how often they re- 
turned and what buying was stimulated 
by the exhibit. 


By John T. Fosdick, Research Editor 


How to Pian and Stage 
A Dealer Sales Clinic 


Victor Adding Machine takes you through 
the ABC’s and XYZ’s of a profitable 
training meeting; tells what it did, why 
it did it. 

Ry D. Lloyd Allor, Director of Sales 
Training, Victor Adding Machine Co. 


New Dimension to Display—it Floats 


River barge plys Hudson to bring story of 
better highways to New York State com- 
munities. Riverama designed as public 
relations tool. : ta 
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New Way to Figure Meeting Costs 


It’s not total budget, but cost to impress 
each member of sales force that counts. 
If meeting expenses are spread over 
enough people, cost for each impression is 
comparatively small. 


Leap-Frog Executives 

Cut Time on Road 
Two teams of executives fly a day apart 
across country to stage regional meetings. 
One team conducts first-day session and 
flies to next meeting while second team 
arrives next day for final session. 


Use Your Competitor's 
Story As Sales Tool 


Do You know how to handle competitive 
information to best advantage at your 
sales meetings? There are several ways 
to put competitor's product story to work 
for your own salesmen. 


By Richard Beckhard, Consulting Editor 


New Building Is a Potent Theme 


Seagram ties meeting drama to plans for 
new building. Theme carried over to 
novel sales incentive program. 


is Poor Leadership Killing Your Meetings? 


Many conferences are time-wasting fail- 
ures because leadership has never been 
trained in the science and art of guiding 
conclaves. 


By John von Arnold, Henry Strauss & 
Co., Inc. 


Test Your Show at Home 
You have a ready-made testing laboratory 
for your displays right in your own plant. 
Lobby displays pre-test ideas to be incor- 
porated into trade show exhibits. 


By Charles J. Corso, Displays & Exhibits 
Manager, Union Bag & Paper Corp. 


Do Good Speakers Avoid Your Meetings? 


Do you get more turn-downs than ac- 
ceptances? Here’s how to get the best 
from the best speakers. 


By Samuel B. Shapiro, Manager, Linen 
Supply Association of America. 


Breakfast With a Lion 


Monsanto takes advantage of audience at 
national trade show to call special meet- 
ing of customers. 


If Tipping Is Annoying 


One sure way to eliminate problems that 
occur when you have to tip for service is 
to plan a system in advance. 


Portable Stage Set Up in an Hour 


Developed to solve problem of United 
States Rubber Co., new stage assembly 
packs into a single case. 


DEPARTMENTS 
Audio-Visuals Clinic 
Convention Business 
Editor’s Notes 

Exhibit Clinic 

Index to Advertisers 
Meeting & Show News 
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A Convention 


At The Skirvin Hotel 
Is Assurance of Success 


Here you'll find complete facilities 
for both large and small gatherings, 
with all details handled by 
experienced personnel 

For added pleasure, there's 

air conditioned comfort throughout, 
with free radio and television 


Conventions are our BUSINESS — 
Not a “sideline.” 

WRITE FOR COLOR BROCHURE 

AND FULL INFORMATION 


THE 


OKLAHOMA CITY 
Broadway At Park Avenue 


DAN W. JAMES, PRESIDENT AND GENERAL MANAGER 


Moving? Gg Call... 


Your ALLIED agent 


no.! specialist 


in long-distance moving! 
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No expensive crating problems when you 
move trade show displays and equipment 
by Allied. Nationwide storage facilities 
permit hold overs, saves transportation 
costs to home office for re-shipment. 


4 


(packing and storage, too!) 


a a P a 
Prompt pick-up and delivery assured by 
over 2200 vans. Special attention to 
your individual needs. Agents from coast 
to coast—see classified telephone direc- 
tory. General Offices, Broadview, Illinois. 


EXECUTIVE OFFICES 
FOR SALES MEETINGS 


1200 Land Title Building, Philadelphia 10, Pa 
Rittenhouse 6-5420 
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Thanks to the construction of two great additions, 
the Kentucky Hotel now offers many facilities that 
are available in few if any, other hotels in America. 


A new Exhibition Hall, a part of the second floor, 
seats 1500 people. The entire second floor is also 
available as a unit, containing 20,000 square feet, 
and is ideal for either one huge exhibit, or for many 
separate banquets, dances, cocktail parties, etc. 


Every foot of “convention space” in the hotel is 
air-conditioned — the lobby, the tremendous Exhi- 
bition Hall and many other varied meeting rooms, 
as well as a great number of bedrooms. 
In addition to all the facilities of the Kentucky, 
we also proudly offer the additional facilities of 


Louisville's famous Brown Hotel, owned and 


operated by our same management. The Kentucky Hotel 
Louisville, Kentucky 


No matter what sort of meeting you are planning, 
you will be amazed at the versatility of the Kentucky 
Hotel. Use the coupon for getting the complete 
description of our facilities! 


Without obligation, please send me a copy of 
the Factbook as advertised in Sales Meetings 
for October. 


Name___ 


Organization 


Address 


THESE BLUEPRINTS , 
AND PICTURES ARE ''WORTH A THOUSAND WORDS!” 
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United’s Main Line Airway Is 


THE CONVENTION ROUTE of the NATION 


SCOTTSBLUF 


. . men, 
ty LINCOLN 
pSPRINGS CHEYENNE ame 


fast service day and night 
featuring United’s New 365 mph 
DC-7 nonstops, coast-to-coast! 


In only a few, comfortable hours, you can reach any 
city on this map via United Mainliner. Low Ist 
class fares, including meal service aloft and many 
other “‘extras’”’, are often lower than Ist Class rail 
travel with berth or the cost of driving your own car! 

Between San Francisco and New York you can 
fly the NATION’S FASTEST AIRLINER— United’s 
big, powerful DC-7s cruising nonstop across the con- 
tinent in just 71% hrs! United also offers DC-7 non- 


Write fo: 


UNITED 


Ist CLASS Mainliner® and low cost AIR COACH service 
daily, coast-to-coast and to Hawaii. 


CEDAR RAPIDS 
1OWA CITY 


FORT Ot 
AYNE AKRON 


w i 7 }) 
CANTON WASHINGT 


stop service between Los Angeles and New York, 
New York and Chicago, Chicago and Los Angeles or 
San Francisco. 

In addition to outstanding flight service offered to 
80 cities, across the Nation and to Hawaii, United 
provides complete convention services and will gladly 
assist in planning so that you and your men can 
spend more time in your next meeting with the least 
time off the job. Get the facts today! 


; M.M. Mathews, 

Supt. of Convention Sales, 
United Air Lines 

5959 S. Cicero Ave. 
Chicago 38, Ill. 


SPECIAL FOR WIVES 


United offers a Half- 
fare family travel plan. 
Stopover possibilities 
are unlimited on Ist 
class tickets and you 
may select different 
routes there and back 
at no extra cost. 
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ontainebleau 


America’s largest...and finest...resort convention- hotel! 


Fourteen acres of oceanfront luxury in the heart of Miami Beach. . . 


designed with convention-goers as well as vacationers in mind! 


A true masterpiece—in facilities, services, and atmosphere 


where business discussions are an air-conditioned pleasure! 


MEETING FACILITIES 

for up to 5,750 people! From a cozy private conference 
room seating 10 to 50 persons, to an oversize convention 
hall accommodating 3000...the Fontainebleau’s convention 
facilities were planned on the drawing board to provide the 
utmost versatility of function, elasticity of arrangement, and 
completeness of operation! 


GUEST ACCOMMODATIONS 

for more than 1000 delegates, right in the 14-story, 565-room 
Fontainebleau itself... large, luxuriously-appointed bed- 
rooms, architecturally designed to give you the last word 
in comfort and convenience ... spacious suites for hospi- 
tality supreme... plus almost limitless accommodatioris in 
associated neighboring hotels. 


BANQUET FACILITIES 


to accommodate up to 2500 persons! Six private dining rooms 
varied in size and atmosphere to fit any group... plus a 
magnificent formal dining room and an informal coffee shop 
featuring fast service and popular prices. 


SPORTS AND RECREATION 


for the relaxing hours that punctuate your business agenda! 
Two swimming pools... 1000 feet of private beach... 
festive cabana club... putting green... tennis courts... 
acres of scenic gardens and walks. Four cocktail lounges 
...and a novel four-level circular supper club featuring 
dancing and top entertainment nightly. 


OPENING DECEMBER 18 ¢ COMPLETELY AIR-CONDITIONED 


For information write or wire Jack M. Slone, Director of Sales 


THE FONTAINEBLEAU e ON THE OCEAN ¢ 44th TO 48th STREETS ¢ MIAMI BEACH, FLORIDA 
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what’s happening 
at the 


OUR CONVENTION AND SHOW 
FACILITIES are among the finest. All 
public rooms are air-conditioned and in addition 
to our new ballrooms and various meeting 
rooms, two large new rooms suitable for large 


meetings are now available for your functions. 


FOR RESERVATIONS 

Inter-Hotel Reservation Service at any Hilton Hotel 

RESERVATION OFFICES: 

BOSTON—73 Tremont Street—Telephone: 
Capitol 7-8035 

SAN FRANCISCO—Russ Bldg., 235 Montgomery— 
Telephone: Yukon 6-0576 

PHILADELPHIA— 160 North 15th Street— 
Telephone Locust 4-5824 

PITTSBURGH—550 Grant Street—Telephone: 
Grant 1-1201 


HILTON MANAGEMENT 

has brought many wonderful changes to 
the New Yorker. Guest rooms are being 
refurbished and redecorated...and all 
rooms have the latest, most comfortable 
bedding. Windows now slide with 
ease...and rooms are spotlessly clean. 
Our progress projects include the 
completion of a new restaurant and bar 
“Lamp Post Corner,’ a recently 
redecorated Terrace Room where youl 
again hear the music of top name bands 
...and many other improvements to 
make your future visits to the 


New Yorker more enjoyable. 


HOTEL 


NOW A HILTON HOTEL 


3S4rh STREET AT StH AVENUE 
NEW YORK 1, N.Y. 
Direct Tunnel Connection to Pennsylvania Station 


FOR CONVENTION INFORMATION WRITE, PHONE (LONGACRE 3-1000) OR TELETYPE (NY 1-1384) DUANE W. CARLTON, DIRECTOR OF SALES 
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MEETING AND SHOW NEWS 


More New Shows Than Ever 


More new trade shows are being planned now 
than in any period in American history. Here is a 
rundown of a few of the new ones soon to be staged 
or announced for next year: 

First annual Foreign Trade Exposition, May, 
1955, Shrine Convention Hall, Los Angeles. It will 
have 250 booths to display products of American 
mporters and foreign exporters. Exhibitors Trade 
Fair, Inc., a non-profit corporation, was formed to 
manage this show. 

First Broadcasting and Telecasting Equipment 
Exhibition, Biltmore Hotel, New York City, Oct. 
27-30. Exhibit will be feature of 30th annual con- 
vention of National Association of Educational 
Broadcasters. 

National Motel Show, Morrison Hotel, Chicago, 
Nov. 1-3. Displays are limited to products manu- 
factured or sold, or services rendered for use in 
motel or tourist court industry. 

New York International Trade Fair, May 15-19, 
25th St. Armory, New York City. Fair will com- 
bine New York Export and Import Shows. Outdoor 
areas will be added to regular booth area inside 
the armory. 

International Food Show, Feb. 21-27, Kings- 
bridge Armory, New York City. Sponsored by Im- 
ported Food Promotions, Inc., show will be open 
to public as well as trade. It will offer displays of 
food staples and delicacies, wines and liquor, table- 
ware, china, and cooking utensils from many coun- 
tries. 

\utomatic Control Equipment Show, Nov. 21-22, 
Waldorf-Astoria Hotel, New York City. Show is 
geared to executives and engineers on a top man- 
agement level rather than for technical specialists, 
it is announced by management, Strauss, Spigler 


and Kline, Philadelphia. 


Expansion and Merger 


An expansion of one display company and a 
merger of two others have just been announced. 
Ivel Construction Corp., Corona, N. Y., announces 
a new subsidiary, Ivel Display Corp., in Atlanta, 
Ga. Manufacturing and decorating operations of 
the subsidiary will be under the supervision of 
Robert N. Bailey, vice-president and general man- 
ager, assisted by Otis McKinney, both formerly 
associated with Shepard Decorating Co., Atlanta. 
The new subsidiary is to maintain a stock of 
standard booths, rental furniture and decorating 
raaterials in Atlanta, as a central location for use 
in adjacent states. 

The Displayers, Inc., and Rokert Kayton Asso- 
ciates, Inc.. New York City, jointly announce their 
merger. ‘These 20-year-old companies join hands 
to produce all forms of three-dimensional display 
advertising. “The Displayers will continue in the 
convention exhibit and commercial interior field, 
while Robert Kayton Associates will handle point of 
purchase and itinerant displays as a division of The 
Displayers. 
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There's a new climate in Washington for busi- 
ness. Now's the right time for planning your 
important events in the Capital. 


Put your important meetings and exhibits where important 
things are happening. You can book your big meetings, confer- 
ences and shows in Washington's foremost meeting site. Com- 
plete facilities for national company meetings—sales, promo- 
tion and public relations exhibits—are available now at National 
Guard Armory. 


Put your meeting in the limelight . . . where the eyes of the 
nation's business are focused. Bring your salesmen, distributors 
or dealers to the most important spot in the world, 


Some Choice Dates Available 


THE LARGEST EXHIBIT SPACE 
IN THE CAPITAL CITY 


76,000 SQ. FT, OF UNOBSTRUCTED FLOOR SPACE 
All on One Floor 


COMPLETE CONVENTION FACILITIES 
TRAINED AND EXPERIENCED STAFF 
UNEXCELLED PUBLIC ADDRESS SYSTEM 
ADDITIONAL MEETING ROOMS 


EASY DRIVE-IN FACILITIES 
Unload Exhibit at Booth 


CRATE STORAGE SPACE 


PARKING ACCOMMODATIONS 
FOR 1000 CARS 


ABUNDANT LOW COST TRANSPORTATION 
10 MINUTES FROM THE CAPITOL 


THE SHOW PLACE 


of the Nation's Capital 


For Information Write: Armory Board Manager 


National Guard Armory 
2001 EAST CAPITOL STREET 


WASHINGTON 3, D.C. 


FOR HIGHLY SUCCESSFUL SALES MEETINGS 


if nigh point iim 


in Pennsylvania’s Pocono Mountains 


~5 GOOD REASONS fO SELECT A RESORT SITE 
FOR YOUR MEETING: 


1. No parking problems 4. Everything under one roof: meeting 
rooms, exhibit space, dining rooms, 
bed rooms, etc. 


5. Plenty of recreational facilities for 
. No big city distractions relaxation after ‘business hours”. 


2. Assured attendance because of 
vacation aspects 


‘* is — nee SPECIAL LOW 
eer GROUP RATES! 
High Point Inn 


Mount Pocono 51, Pa. S 8 
i Att. Mr. Chas. D. Geissinger, Managing-Owner ‘ 

Please send me, at no obligation, your detailed brochure describing High Point Inn's 

group meeting facilities. per person, per day 
double including 


3 meals daily 
1 


Our organization is planning a 


(function) 
on or about and there will 
(date) 
be approximately f le in it. 


r 


(number) 7 
’ 


high point inn 


Mount Pocono 52, Pennsylvania 
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Stevens Succeeds Roth 


E. K. Stevens has been named president, Inter- 
national Exposition Co., to succeed the late Charles 
F. Roth. Stevens becomes manager of National 
Exposition of Power and Mechanical Engineering, 
International Heating and Ventilating Exposition, 
and Exposition of Chemical Industries. He joined 
Mr. Roth 20 years ago as associate manager of these 
and other expositions. 


Sherry Heads Boston Bureau 


E. C. “Buzz” Sherry, has been appointed man- 
ager, Convention and Visitors Bureau, Greater 
Boston Chamber of Commerce. He replaces James 
Morrison who now heads Philadelphia Convention 
and Visitors Bureau. Sherry was convention man- 
ager, New York Convention and Visitors Bureau 
where he served since 1945. 


New Building for Associations 


A nine-story building has just been completed 
in Washington, D. C., to house trade and _ insti- 
tutional associations. A club dining room and 
library for use of tenants are provided, as well as 
two underground parking floors. First office has been 
taken by American Trade Association Executives. 


Hotel Sales Managers Shift 


Three important personnel changes have been 
announced by convention hotels. Jack M. Slone 
has been appointed director of sales, Hotel Fontaine- 
bleau, new hotel going up in Miami Beach. John 
F. Monahan has left his position as director of 
sales, Alsonett Hotels, to become general sales man- 
ager, Las Olas Inn, new hotel in Fort Lauderdale, 
Fla. Robert H. Whalen, former sales manager, 
Kenilworth Hotel, Miami Beach, and Nacional 
Hotel, Havana, has been appointed convention sales 
manager, San Souci, Saxony and Sea Isle hotels, to 
replace Jack M. Slone. 


TV Parleys Expanding 


Closed-circuit television meetings are blossoming 
forth in unprecedented numbers. September TV 
parleys set new records. Among TV sessions pro- 
duced during last few months were: Chrysler 
Corp., General Motors, Frankfort Distillers, Wyeth 
Laboratories and Pan American Airways. Closed- 
circuit TV producers, Theater Network Television, 
DuMont and Box Office Television, have stepped 
up activity which should result in more than twice 
as many coaxial meetings in 1955. 


World Series Woe 


Cleveland has troubles. Iron and Steel Exposi- 
tion is cheduled at the same time as baseball’s World 
Series. With approximately 14,000 people jamming 
the city’s hotels for the exposition, World Series’ 
people are hard put to find accommodations. It 
appears that Convention Bureau people will be 
watching baseball standings more closely in the 
future. They'll have to keep World Series time 
free of large meetings if their ball clubs show pen- 
nant potential. 
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NOWHERE IN AMERICA IS THERE A MORE 


VERSATILE SETTING 
FOR EFFECTIVELY ENJOYABLE 


CONVENTIONS 
AND OTHER GROUP GATHERINGS 


95 miles from New York... 
in the beautiful Shawangunk Mountains 
... conveniently reached from all 
directions by Car, Bus, and especially 
by Plane to JENNIE GROSSINGER AIRPORT. 
All Sports at all seasons... Championship 18-hole 
Golf Course, Tennis and all court games, Private 
Riding Academy and Bridle Trails, Private Lake 
for Boating and Fishing, Olympic Swimming Pool; 
and in Winter, Artificial Skating Rink, 
Toboggan Slide, Skiing, 
Sledding and all Winter Sports. 
Top-drawer Entertainment, Dancing, 
Social Programs; nationally famous cuisine. 2 
Most modern facilities and complete 
cooperation in all aspects of Meeting 
Rooms, Displays, Exhibits, Movie and 
Sound Equipment, etc. 


GHSINBER 


GROSSINGER, N. Y. 


For information, write or call 


IRVING SILVERMAN, Sales Manager 


GROSSINGER’S NEW YORK OFFICE: 221 WEST 57TH STREET 
Phone Circle 7-4915 


HEAD WEST to LONG BEACH 
in —outhern rnia 


y 
3 


se a shores oy the bbe, Pacific 


Top Hotels—Adjacent to Municipal Auditorium 


Thousands of rooms available 


Excellent Exhibit and Meeting Halls 


Ample booths—over 100 meeting halls 


Largest Auditorium in the West 


Added new hall in progress 


Convention and Trade Show Know-How 


Gained from over 1,000 shows 


Fun—Around the Clock, Around the Year 


Night Clubs — Sports — Entertainment 


Hundreds of Nearby Scenic and Recreational Attractions 


Hollywood — Knott's Berry Farm — Catalina 
Mission Trails — Old Mexico 


write now for more information 


LONG BEACH CHAMBER CF COMMERCE 


200 East Ocean Boulevard 


WILTON HOTEL LAFAYETTE HOTEL M. E. TAYLOR & SON 
210 East Ocean Blvd. Broadway & Atlantic Exhibit Contractors 
1501 Oregon Ave. 
Complete exhibit and booth facilities available locally 


LONG BEACH, CALIFORNIA 


SM/OCTOBER |, 1954 


Take aM (00K the 
MEW MORKISOV 


You can set your sights on a big show when you 
book it in Chicago's most modern exhibit area— 
the Morrison. Located in the heart of the loop, 
it's convenient to all forms of transportation, 
shopping, business, and entertainment! Offering 
a total of 1850 guest rooms; 30 air conditioned 
meeting rooms for 45 to 1500 persons; space for 
770 booths and sample rooms; and unexcelled 
banquet facilities, the Morrison has all the space 
you need for your biggest shows. 


Any way you look at it... 


the MORRISON has the finest facilities 
for any show or convention 
regardless of size! 


FACILITIES 


MEETING MEETING DINING 
ROOMS CAPACITY CAPACITY 
LOWER LOBBY 
Terrace Casino 
MEZZANINE 
Cotillion Room 
Embassy Room 
Burgundy Room 
Hollywood Room 
FIRST FLOOR 
* Constitution Room 
Ballroom & Balcony 
Parlor A8& 
Parlor B 
Parlor C 
Parlor D 
Ballrooms & Parlors 
Converted to 1} unit 
SECOND FLOOR 
Parlor E 
Parlor F 
Parlor G 
Walnut Room 
Venetian Room 
THIRD FLOOR ” s 
Madison Room *The addition of our new Constitu- > 
Exhibition Hall tion Room on our Grand Ballroom WILLARD M. RUTZEN, Gen'l. Mgr. ROY POWELL, Sales Mgr. 
427-29-32-34 floor offers unexcelled flexibility FRED W. PUFFER, Nat’. Convention Mgr. 


rod 30-32-34-36 3¢ in the coordination of meetings, TELETYPE CG 1685 
605 50 35 catering, and exhibit functions. 
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3** FLOOR—BOOTH LAYOUT 


Bungalow (42nd floor) 45 


IWorrtison Hotel 


MADISON AT CLARK ° CHICAGO 
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WORTH HER WEIGHT !N GOLD: A secretary with a book full of shorthand notes on scenes, retakes and 


new ideas is invaluable when film editing and final script come along. One noted remark can save hours. 


Before You Plan a Motion Picture 


Read this first. Save yourself needless expense and wasted 


time by checking the step-by-step procedures to use in plan- 


ning a film and its promotion. These hints and precautions 


are based on actual experience of an industrial film sponsor. 


BY FRED C. REGAN 
Sales Promotion Dept., Behr-Manning Corp. 


If it is a motion picture you are 
planning, and it’s your first, you 
need to know plenty. There’s the 
hard way to learn, of course; make 
all the mistakes and profit by them. 
It makes a little more sense, how- 
eve:, to profit from others’ experience. 

Here’s what we have learned- 
much the hard way—and it should 
save you days or weeks, a sizable piece 
of budget, and trouble with your 
ulcer. 

Once you have decided that a 
motion picture is the medium that can 
best describe your product applica- 
tion, sell product advantages or de- 
velop interest in your product’s per- 
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Don't 
a script; don’t worry 
produce the film. ‘That 


formance, stop right there! 
think about 
who will 
comes later. 

First you have to consider two 
things: What audience do you want 
te attract and what message do you 
want te carry to this audience? 

We break down audience potentia! 
into six groups. We pick out the one 
that is most important to us and aim 
our ammunition at it. All other audi- 
ence potentials are secondary in our 
consideration. 

Here are your audience potentials 
for an industrial film: 

1. Your sales organization 


Distributor-dealer sales organi- 
zations 

. Consumer or user of your prod- 
uct 

4. Educational institutions 

5. Professional societies and asso- 

clations 

6. Service 

wanis, etc. ) 

You have a wide latitude in the 
message you can bring to your prime 
audience—once you have selected it. 
Your message—what you want the 
film to do for you—might follow 
along the lines we consider for our 
films : 

1. How product is made 

plant story) 

2. Application advantages 

product is used) 

3. Services you offer 


(Rotary, Ki- 


groups 


( your 


(how 


Additional Approaches 


Under application advantages you 
might tie in with the future: how 
your product affects the changing 
world. You might tell of variety of 
applications: use in big plants or 
alley shops. Up-to-the-minute appli- 
cations or new uses might be con- 
sidered under application advantages, 
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DIRECTOR SETS SCENE with minimum rehearsal in an industrial 


film. Factory worker-actors merely follow their regular job routine. 


as well as the topic of unusual appli- 
cations. 

For your service story, you might 
use histories of how your field engi 
neers, salesmen, branches or dis- 
tributors give direct customer benefits 
in sales support or application know- 
how. 

Here’s a tip: To aid your selection 
of prime audience and most important 
message, send out a check-type ques- 
tionnaire to your field organization 
and your dealers. An additional ques- 
tion—‘‘How would you use a movie?” 
—and a short space to write in rec- 
ommendations will help to draw out 
market potential for the film. 

[f this is your first film, don’t be 


“SIGHTING” through camera before shooting view 
finder enables you to see what film will look like. 
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surprised when you become flooded 
with offers of assistance from just 
about every executive and office boy 
in the company. It is a_ perfectly 
natural reaction to believe that you 
can save money and use “local” talent 
to make a film that will tell your 
story. But remember, how you want 
that story told is the key to whether 
or not you should employ professional 
producers. 


Real Competition 


Your film, if it is to be shown to 
industry, will have real competition. 
It’s presentation, format and quality 


CRITICAL PLANNING of each sequence reauires the presence of a techni- 


cal representative. Script for each scene is discussed before actual filming. 


generally must be as good as the one 
shown last week. You may follow an 
industrial giant on the same program, 
so that not only your film but your 
company prestige is a factor. 

So, perhaps it’s best to remember, 
when your automobile engine needs 
attention you don’t call on Willie 
the office boy. ( Although, chances are 
he knows more about your car than 
an industrial film.) 

In interviewing potential producers, 
you'll have an opportunity to con- 
sider many types and price ranges of 
films. Following questions may help 
you evaluate how well a specific pro- 
ducer may suit your needs: 

(continued on page 93) 


SHOOTING IS OFTEN IN CLOSE QUARTERS. It is a good idea to have an electrician 


stand by to check on power at the spot. Power failure could cause expensive delays. 
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What You Can Learn from a Big Exhibitor 


Eastman Kodak outlines five basic guides to profitable ex- 
hibiting; has a hundred-shows-a-year experience on which 
to draw; knows show value and what it takes to capitalize 
on audience interests; assigns specific job to exhibits. 


BY ROBERT C. LOCKER 


Manager, Exhibits Division, Advertising Dept. 
Eastman Kodak Co. 


Each year Eastman Kodak Co. 
puts on approximately 100 shows and 
exhibits. “They range in size from 
small displays for local dealers’ shows 
to big +0 by 70-foot exhibits at ma- 
jor photographic conventions. ‘The 
company spends thousands of dollars 
annually on exhibits and, naturally, 
expects a good return on its invest- 
ment. 

It is che Exhibits Division’s job to 
get that good return for each dollar 
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spent. Working at that job, we have 
evolved some principles to guide us 
in achieving our objectives, although, 
despite a lot of show experience over 
the years, we know that we still have 
much to learn. 

My purpose, then, is to discuss some 
of the established principles which en- 
able our department to design shows 
that sell Kodak products. 

‘To begin with, we believe it is a 
basic fact in this business that there 


can be no single formula or cardinal 
rule that works everywhere. Circum- 
stances, requirements, products, audi- 
ences all differ widely from one show 
to the next. 


What About Audience? 


First question to settle: “Do we 
have a major interest in this audi- 
ence?” Even a large company like 
Kodak must carefully screen the mass 
of exhibition promotions to deter- 
mine the ones in which we really be- 
long. In general, we can’t afford to 
be absent if the show audience in 
question is known to contain a good 
cross section of customers or major 
potenrial users of Kodak products. 
We feel that it is the obligation of 
the convention or t-ade show pro- 
moters to advise us candidly about 
the make-up of their audience, and 
we pay particular attention to au- 
thentic audience analysis reports. 

Assuming we decide to exhibit, how 
then can we be reasonably sure that 
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KODAK HAS DESIGNER on its Exhibit 
Department staff but utilizes talents of out- 
side designers and builders. It could never otek MURAL PapgR z 
employ enough talent for the wide variety 
of shows—including medical shows (above) 
—in which it participates. Company believes 
in short copy for professional shows (right). 


our investment will pay off? Let’s 
say the show is the Master Photo 
Dealers’ and Finishers’ Show (ob- 
viously one in which Kodak belongs). 
But we know that any exhibit, espe- 
cially an important one like this, will 
be an expensive, custom-made mer- 
chandising vehicle that can be used 
only once. 
A primary factor in our favor is 
that individuals who attend this show 
are taking their time and spending 
their money to come and see us along 
with other photo manufacturers. wi 
Chances are, then, that they're pretty - SLOR PR 
much interested in what we have to ee ¢ oe —— 


p se 
offer or they wouldn’t be there. 
2%* 5 wad. 
Hand Picked ey — : sptengen 
: x ; 
; $ 9 PRINTS i 
In short, the right show is a golden ’ = = . " 


Ant 
opportunity because we have a hand as imarcemars 
picked audience—an audience with : letters ssiinniteglbilinmennin 44 | 
comparatively open minds—minds in- 
clined to be more receptive if we have 
something worthwhile to show them. 

And we do have rewarding things 
to show this select group—so what 
next? Obvious answer is that we 
must make it easy AND immediately 
desirable for them to stop at our 
show. We don’t rely on their pass- 
ing by with a mental note: “I'll come 
back and have another look at the 

(continued on page 84) 


SM/OCTOBER 1, 1954 


7 ee. 


Let THE DRAMATIC WAY 


ef 


be the gateway to... 


DRAMATIZED 
SALES PRESENTATIONS 


fa 


IRA MOSHER ASSOCIATES, INC. 


Presents 


THEATRE FOR INDUSTRY 


Sales — Distributor — Dealer Meetings 
Created—Written—Directed—Supervised 


THEATRE FOR INDUSTRY 
Offers 


The complete meeting package or creation 
and performance of any single phase. 
Fresh approach, original ideas and pro- 
fessional handling. 


THEATRE FOR INDUSTRY 
Gives 


Four step planning to small or large, 
permanent or portable, office or hotel 
meeting. This includes all phases of 
Creative Planning, Techniques and Tools, 
Direction and Supervision and the Follow 
Through. 


Objectives are selected, format outlined 
and a theme developed. Speeches and 
scripts are written and edited. Visual tech- 
niques are selected, created and prepared. 
Special displays and scenery are designed. 
Meeting Managers and Professional Stage 
Directors are provided. Hotel arrange- 
ments are made and managed. All pre- 
meeting, meeting and post-meeting de- 
tails are completely planned and super- 
vised. 


Why don’t you take advantage of the 
scope of specialized services we offer. Let 
us serve you in order that you may better 
serve your orgarization. 


For further information write or call 


THEATRE FOR INDUSTRY 


Ira Mosher Associates, Inc. 


10 Rockefeller Plaza, New York 20, N. Y. 
Telephone CIrcle 7-5888-9 


1511 K Street, Washington 5, D. C. 
Telephone Republic 7-8061 


Strip Meeting 


| 
| 
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Teases Greater Sales 


Visking Corp. salesmen wear the clothes they earn in con- 
test. Come to meeting dressed or undressed according to 
percentage of quota reached. Can earn everything from 
garters to cashmere coats. Meeting now an annual event. 


The sales contest is recognized as 
among the most effective ways to 
maintain interest and enthusiasm of 
salesmen. And, if a contest can be 
coupled with an additional appeal to 
salesman’s pride, the company is as- 
sured of an active, aggressive sales 
force. 

Fabrics Division, The Visking 
Corp., North Little Rock, Ark., for 
the past two years has combined these 
two well-known techniques and bul- 
warked them with a third even more 
compel'ing reason for its salesmen to 
sell enthusiastically. Final touch is 
a human trait not usually associated 
with salespeople: modesty. 

At its annual December sales meet- 
ings, it is a simple matter to tell with- 
in a few percentage points just how 
much of his quota each Fabrics Di- 
vision salesman realized. For the 


prizes in this company’s sales contest 
are articles of clothing, ranging from 
shorts to overcoat, and each repre- 
sent a percentage of the man’s as- 
signed quota. 

The clincher: in attending sales 
meetings, each Visking representative 
is required to appear in only those 
clothes that he -earned during the 
contest. So the sight of a salesman 
clad only in his scanties indicates to 
the assembly that his most recent ef- 
forts \were somewhat less than suc- 
cessful. 

Visking has purposely avoided the 
problem of naked salesmen attending 
its meetings by setting a fairly low 
“ rice’ on a pair of shorts—just 
1.2% of entire quota. From there 
the representative can _ progress 
through the rest of the essentials even 
to tie and garters until he finds him- 
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the convention spot 


that has everything... 


Actually a village within itself, Sun Valley, 
Idaho is the ideal place for your next conven- 
tion. Along with everything that’s fun under 
the sun there’s every comfort and convenience 
facility, including a movie theatre, post office, 
photo shop, florist, gift shops and church serv- 
ices. There’s a real wide-open western welcome 
awaiting, so why not make your plans now! 
Convention season, early April to July 1 and 
after Labor Day to October 15. 


GOLF e TENNIS ¢ SWIMMING e 
HORSEBACK RIDING @ SKEET AND 
TRAP SHOOTING e FISHING e@ 
MOVIES @ BOWLING e@ DRIVE 
YOURSELF SERVICE e OUTDOOR 
ICE SKATING ¢ DANCING 

AND EVENING ENTERTAINMENT 


OWNED AND OPERATED BY UNION PACIFIC RAILROAD 
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MEETING AND BANQUET ROOMS 
MEETINGS 


No. of Rooms Max. Capacity 


Opera House 500 
Duchin Room 100 
Slalom Room 100 


Numerous smaller rooms 20 to 50) 


BANQUET 
No. of Rooms Max. Capacity 


Lodge Dining Room 350 
Continental 600 


Liquor by the drink available per state laws 
except Sunday and designated holidays 


RATES: American Plan 


per person, two 
$14 in a room RATES ON 
$] 8 per person, REQUEST 


single room 


Evropean Plan 


Capacity: Sleeping accommodations for 500 persons 


FOR RESERVATIONS and complete UNION 
information address Mr. Winston PACIFIC 
McCrea, Megr., Sun Valley, Idaho. RAILROAD 


Convention with a French accent... 


... the world-famous 


CHATEAU FRONTENAC 


overlooking historic old Québec, Canada 


You'll find a new world of fun in 
this Old World garrison high 
above the St. Lawrence. Just over- 
night from New York, Chicago 
and many other U. S. cities, the 
Chateau Frontenac offers an un- 
conventional French atmosphere 
to delight a convention crowd. 


For Fun: after meetings, see both 
Québecs, Upper and Lower, the 
Citadel, the Plains of Abraham; 
shop along the narrow French 
streets, visit famous churches and 
shrines, watch snow sports in sea- 
son, take Laurentian excursions, 
play golf, ride horse-drawn 
caleches. 


Let us handle all convention de- 
tails. Our facilities are complete: 


723 rooms e Meeting rooms, all 
sizes; Luxurious banquet halls; 
Portable public address system; 
Projectors, 16 and 35 mm; trained 
operators; And individual exhibi- 
tion rooms. 


For information and reservations, 
write: Convention Traffic Man- 
ager, Windsor Station, Montreal, 
Québec; or Canadian Pacific, 581 
Fifth Avenue, N. Y. 17, N. Y. 


Canadian Pacific 


self completely dressed except for a 
suit, which represents the final 60% 
of his quota. Only 100 men can 
appear similarly clothed. Unusually 
ambitious salesmen, after passing the 
first 100% can go ahead and earn 
themselves additional clothing. 


Double Benefits 


“Actually we're achieving more 
than one aim with our ‘dress-your- 
self’ contests,” reports Ken Kimball, 
sales manager of the Fabrics Division. 
“We not only keep our salesmen 
hustling but feel we can boast of the 
best-dressed sales force on the road.” 

Total value of the clothing which 
a salesman can win is $250 and the 
major prize in the most recent con- 
test was a $170 cashmere coat. 

Visking’s first contest was held 
from January through March in 1953 
and its most recent was extended from 
January 15 to April 30, 1954. 


Chilly for Some 


At last December’s sales meeting, 
four laggard salesmen appeared sans 
a part of the normal apparel. ‘Three 
were impeccably dressed from head 
to toe except for suits. And one em- 
barrassed gentleman shivered through- 
out the meeting clad only in under- 
wear, socks and garters. 

This year’s contest, recently com- 
pleted, has assured next December's 
sales meeting of a somewhat strip 
tease atmosphere because seven rep- 
resentatives were unable to fulfill 
their three-month quotas. 


Now Annual 


So successful have been the con- 
tests that Visking plans to retain them 
as an annual event. 

“Aside from the humorous aspects 
of the thing and the novel spectacle 
provided at our sales meetings, the 
contests have proven their real value 
in the number of new orders directly 
traceable to the contests,” says Kim- 
ball. ‘When the time dwindles down 
to a few remaining weeks and the 
salesman envisions himself in a semi- 
naked state at the next sales meeting, 
he goes out and really pitches for 
new business. 

“T wonder what would happen if 
we threw our sales meetings open to 
the public ?” The End 
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WITH NEW CONVENTION HALL, SEATING 2500 


IN THE U.S. A 

Formerly the Wardman Park Washington’s largest hotel. Set in its 

own 16 green acres, with swimming pool, tennis courts, sundecks, yet 

just a few minutes from downtown Washington. Over 1200 country- 

quiet rooms, mostly air-conditioned. New convention hall seating 

IN CANADA 2500, ready May, 1955. Continental Room seats 600 for banquets, 800 

. for meetings. Six other function rooms for 50 to 500 people. Expe- 

rienced convention staff, plus complete convention facilities (including 

closed-circuit TV network) which distinguish all Sheraton Hotels. 


SHERATON “22 HOTELS SEE NEXT PAGE FOR COMPLETE SHERATON DIRECTORY. 


SHERATON 


CONVENTIONS 4/:°° 


run like clockwork 


Smooth-running conventions are a proud tradition at Sheraton. At any 


of the hotels listed below you'll find complete facilities 


with all the 


trimmings. New, Closed-Circuit TV, enabling your speakers to talk “ face- 


to-face’’ with meetings coast-to-coast simultaneously. Convention experts 


who help you plan details in advance. An experienced staff whose sole job 


is to make your meeting go like clockwork. You are invited to get in 


touch with any of the hotel managers listed below: 


DATA ay 
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AT YOUR SERVICE IN 22 CITIES 


IN THE U.S. A. 


ALBANY. The Sheraton-Ten Eyck 
475 rooms. Accommodates 400 for banquets, 550 
for meetings. George B. Chelius, Jr., General Mgr. 


BALTIMORE. The Sheraton-Belvedere 
300 rooms. Ballroom accommodates 500 for ban 
quets, 700 for meetings. Four function rooms for L100 
500 persons. Albert S. Fox, General Mgr. 


BOSTON. The Sheraton Plaza 

150 rooms. Ballroom accommodates 1200 for ban- 
quets, 1600 for meetings. Many other function 
rooms for 10-400 people. Lloyd Carswell 
General Mgr. 


BROOKLINE, MASS. The Beaconsfield 

200 rooms. Ballroom accommodates 200 for dinner, 
250 for meetings. Four other rooms for 15-75 people 
Douglass M. Boone, General Mgr 


BUFFALO. The Sheraton 
400 rooms. Four function rooms accommodating 
from 40-250 people. Ben C. Amsden, General Mgr 


CHICAGO. The Sheraton-Blackstone 


400 rooms. Ballroom accommodates 500 for ban 
quets, 700 for meetings. John Burke, General Mgr 


CHICAGO. The Sheraton 

450 rooms. Ballroom accommodates 1200 for dinner 
1600 for meetings, 2000 for dancing. Many banquet 
ind function rooms for 20-500 people. Morgan J 
Smith, General Mgr. 


CINCINNATI. The Sheraton-Gibson 

1000 rooms. Ballroom accommodates 765 for din 
ners, 1220 for meetings. Roof Garden for 1700 
Other rooms for 20-250 people. Mark Schmidt 
General Mgr. 


DETROIT. The Sheraton-Cadillac 

1200 rooms. Two ballrooms accommodating from 
370-1000 people. Many banquet and function rooms 
for 10-400 people. Neal Lang, General Mer. 


NEW YORK. Park Sheraton Hotel 

1600 rooms. Ballroom accommodates 500 for dinner 
or meetings. Eight other banquet and function rooms 
for 25-450 people. Ralph H. Freeman, General Mgr. 


NEW YORK. The Sheraton-Russell 

200 rooms. Blue Room accommodates 75 for dinner, 
100 for meetings. (In exclusive Murray Hill section 
Mrs. Dorothy M. Clary, General Mgr. 


PASADENA. The Huntington-Sheraton 


162 rooms. Ballroom accommodates 375 for ban 
quets, 600 for meetings. S. W. Royce, General Mer 


PITTSBURGH. The Sheraton Hotel 

300 rooms. Ballroom accommodates 250 for ban- 
quets, 300 for meetings. Nine other function rooms 
for 10-125. Ray Watson, General Mgr. 


PROVIDENCE. The Sheraton-Biltmore 

600 rooms. Ballroom accommodates 500 for dinner, 
750 for meetings; Ballroom foyer for 225-300. Many 
other rooms for 30-150 people. William P. Gorman, 
General Mgr 


ROCHESTER. The Sheraton Hotel 

350 rooms. Ballroom accommodates 500 for dinner, 
650 for meetings. Victorian Room, 300 for dinner, 
100 for meetings. Roof Garden and other rooms for 
30-300. Foster H. Gurney, General Mer. 


ST. LOUIS. The Sheraton Hotel 

00 rooms. Ballroom accommodates 550 for ban- 
quets, 600 for meetings. Many other banquet, meet- 
ing and parlor rooms for 10-200 persons. H. DeFine 
Nyboe, General Mgr. 


SPRINGFIELD, MASS. The Sheraton Hotel 
250 rooms. Ballroom accommodating 250 for dinner, 
$50 for meetings. Other rooms accommodating from 


30-90 people. Joseph E. Bremner, General Mgr. 


SPRINGFIELD, MASS. The Sheraton-Kimball 
100 rooms. Ballroom accommodates 450 for ban- 
quets, 600 for meetings. F. Coolidge Peverly, 
General Mgr. 


WASHINGTON. The Sheraton-Park 

1200 rooms. Ballroom accommodates 600 for ban 
quets, 800 for meetings. Six other function rooms 
for 50-500 people. New Ballroom seating 2500 ready 
May, 1955. George D. Johnson, General Mgr. 


WASHINGTON. The Sheraton-Cariton 

250 rooms. Ballroom accommodates 200 for ban 
quets, 250 for meetings. Kenneth W. Baker, General 
Mer. 


WORCESTER. The Sheraton Hotel 

450 rooms. Ballroom accommodates 700 for ban- 
quets, 1000 for meetings. Seven other function 
rooms for 15-200 persons. Maurice T. Lawler, 
General Mgr. 


IN CANADA 


HAMILTON, ONTARIO. The Royal Connaught 
400 rooms. Two ballrooms accommodating 400 and 
600 for banquets, 600 and 800 for meetings. Many 
other function rooms for 10-250 peopie. A. Gordon 
Cardy, General Mgr. 


MONTREAL, QUEBEC. The Laurentien 
1100 rooms. Meeting room accommodating 150, 
many suites for business gatherings. J. Gordon 


MeMichael, General Mgr. 


MONTREAL, QUEBEC. The Sheraton-Mt. Royal 
1100 rooms. Canada’s leading convention hotel 
Three large ballrooms, 13 other function rooms 
Sheraton’s two Montreal hotels can take conven- 
tions up to 2000 people. Thomas C Jeveau, 
General Mgr. 


NIAGARA FALLS, ONTARIO 

The Sheraton-Brock 

300 rooms. Main ballroom accommodates 400 for 
banquets, 500 for meetings. Other function rooms 
for 40-300 people. Leonard L. Gorrell, General Mgr 


TORONTO, ONTARIO. The King Edward Hotel 
800 rooms. Ballroom accommodates 750 for ban- 
quets, 1000 for meetings. Many other banquet and 
function rooms for 10-175 persons. Garner A. 
Havers, General Mgr. 


FREE BOOKLET: “ Sheraton Closed Circuit Television Network.” 
For this Booklet, or for further information on any Sheraton Hotel, write 
Sales Department, Sheraton Corporation of America, Sheraton Building, 
470 Atlantic Avenue, Boston, Mass. 
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STACK OF DOLLAR BILLS is the prop used by Sales Promotion Manager Twomey to 
show dealers the end result of more product knowledge and improved salesmanship. 


When Making More Money 
Is the One Big Interest 


Paint dealers are interested in cash so O'Brien Corp. de- 
veloped a school to teach them how to get it. Emphasis is 
on increased sales ability as clue to making greater profits. 


BY MICHAEL F. TWOMEY, JR. 


Sales Promotion Manager, The O'Brien Corp. 


What do paint dealers in America 
think more about in 1954 than they 
ever did before? Money—moola— 
dough—folding stuff—crisp green— 
whatever you want to call it. 

Why do I say this? Because I know 
from interest shown by dealers of 
The O’Brien Corp., South Bend, 
Ind. They want to learn more about 
paint and paint selling which will put 
more profits into their pocketbooks. 
That’s why O’Brien originated a 
Sales Ideas School for their dealers 
—a training school held in South 
Bend, first of its type in the paint 
industry. 

And it was a school in every sense 
of the word. O’Brien used a school 
bell, blackboards, chart and diagrams, 
movies, sound-slide films and, I sup- 
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pose we needed a dunce cap and a 
stool. But we would never have used 
it—our dealers were too anxious to 
learn. 

We were as serious about our Sales 
Ideas School as many of our dealers, 
as parents, are serious about their 
children’s schools. Meetings weren't 
built on fun and frolic but on facts 
and function. Jokes told by speakers 
provided the only entertainment—no 
cocktail parties, banquets or expense 
accourit dinners. This was a calcu- 
lated gamble that paid off in increased 
dealer respect. Dealers appreciated 
the fact that we were trying to help 
them make more sales rather than im- 
press them with a big entertainment 
schedule. 


Primarily, the school was pro- 


grammed for the person who actually 
sells paint—the retail salesperson. We 
know, as most manufacturers do, 
that our sales representatives aren't 
the salesmen of O’Brien Corp.—they 
just think they are. ‘The real sales- 
man—anchor man in the whole sell- 
ing chain—is the guy who stands out 
there at the counter, and upon what 
he says and does depends the success 
or failure of our business. 


Second Reason 


Second reason for a school was to 
introduce a new flat wall paint 
Liquid Velvet Alki-Therm. For near- 
ly 12 years, O’Brien researched to 
develop this new paint and, after 
4,573 individual experiments, we 
found the product we were looking 
for—not just another alkyd flat, but 
an alkyd modified by thermolyzed oils 
—a patented O’Brien product. 

The 1954 paint salesman has to be 
a combination technician, chemist, 
analyst and wizard to keep up with 
developments in paint in the last 10 
vears. From oil base to water base 
to latex to alkyds — shift — hike! 
Where's the ball going to be thrown 
next? And now Alki- Therm. 

Top O'Brien management, includ- 
ing J. J. Crowley, Jr., president; R. 
P. Cook, sales manager; and J. C. 
Mull, vice-president for development, 
were unequivocal in their faith in this 
new product. It had qualities shown 
by independent tests in university and 
chemical laboratories that no other 
paint in America could match. It 
could compete with rubberized paints 
—other alkyd paints—and capture a 
new market for O'Brien sales. By 
correct promotion, publicity and ad- 
vertising of the trade name, Alki- 
Therm, O’Brien could move into a 
new era of sales and growth. But 
we had to get our story across to the 
person who sells the paint—the per- 
son who stood more chance of not 
understanding—the retail salesman. 

We set up Sales Ideas School to 
help the dealer sell and to help him 
sell more Alki- Therm. 


Bid Decisions 


Two big decisions had to be 
reached at once—length of 
and cost to dealer. We settled on a 
two-day school because most dealers 
could stand to have a clerk away from 
the store two days, but not a week. 
We let our dealers decide about ex- 
penses—cost of transportation, hotels, 
meals and incidentals. We made a 
survey and asked how many would 
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One Minute, Please! 


Let us introduce ourselves and introduce 
you to the best in attention getting: 


@ CONVENTION EXHIBITS 
@ P.O.P. PRODUCTION EXHIBITS 
© ITINERANT DISPLAYS 


We'd like to send you a quick description 
of how our persuasive displays have 
increased sales for many important firms. 
Write us today and, if you like, enclose 
your specifications for prompt quotations. 


Visit us in Cincy! 


1634 GEST ST. 
CINCINNATI 4, OHIO 
GRandview 7500 


Sure, I'd like to know how to attract more 
interest and sales. Send me your story today! 


Nome 


Firm 
Address 
City Zone State 


Miami Beach 


Conventionland U.S.A. 


New air-conditioned Municipal 
Auditorium seats 4,500 

@ Offers new approach to conven- 
tion success 

e@ Greatest concentration of new 
hotels in the world 

@ 29,000 hotel rooms 

@ Fine restaurants 

@ Famous shopping centers 

@ Delightful weather year-round 

@ Reduced rates for spring, 
summer and fall conventions 


For information, write: Tom F. Smith, Dir. 
Miami Beach Convention Bureau, Municipal 
Building, 1700 Washington Avenue, Miami 
Beach 39, Fla. 


This Message is Prepared and Published 
by the City Government of Miami Beach 


come to the school prepared to pay 
all expenses save that of the school 
itself. 

Response was overwhelming. We 
received applications from more than 
500 people from 25 states, District of 
Columbia and Canada. They came 
from Lubbock, Tex.; Atlanta, Ga.; 
Springfield, Mass., and Quebec. 

It made us both proud and hum- 
ble—proud to have so many loyal 
dealers ready to believe we had some- 
thing to offer them, and humble over 
the realization that we had a tre- 
mendous responsibility to give dealers 
information they want. 


Needed Something Special 


Grab a bull by the tail and he'll 
rattle your head against the walls of 
the amphitheater. A dealer organi- 
zation can create as much damage if 
treated with the same carelessness. 
With the number of reservations, we 
realized we had to offer a superlative 
program to a small enough group so 
that each person attending would be 
satisfied. 

To make it easier on everyone, we 
broke groups into four sessions at 
South Bend and, over a two-month 
period, 215 dealers attended—or bet- 
ter than 50 at each school. At the 
Baltimore, Md., factory, three ses- 
sions were held for more than 100 
dealers. We moved the school to the 
Southwest at our Oklahoma City fac- 
tory and another 145 dealer-salesmen 
were given our story on selling. 
Then, we concentrated the program 
into a single day and put the school 
on the road to Jacksonville, Fla., for 
30 dealers; Minneapolis for 50 deal- 
ers, and scheduled meetings for In- 
dianapolis and Chicago. 


Told Story to 750 


In four months we told our story 
—the story we want to get across to 
the person who actually sells paint— 
to nearly 750 people connected with 
our organization. 

Showmanship, change of pace, tim- 
ing and friendly interest dominated 
the two-day program. Nothing drag- 
ged—everything happened when the 
program said it was supposed to hap- 
pen. Pre-meeting sessions briefed 
speakers on importance of saying what 
they had to say in time allotted. We 
had a story to tell and, when we told 
it, we didn’t want to lose its effec- 
tiveness by dull repetition. . 

Devices used to keep attention in- 
cluded actual money—dollar bills— 
which were pasted in prominent 


places around the meeting room. It 
spotlighted the idea that if dealers 
listened, what they would hear and 
see would help them earn more money 
in 1954. A school bell clanged loudly 
to call all sessions to order. It added 
such an effective touch that at several 
sessions one or two dealers showed 
up with apples for the teacher. An- 
other method to maintain interest 
was to schedule a speaker, movie, 
demonstration, speaker. No _ two 
speakers were allowed to follow one 
another. 

Two days were roughly broken 
down this way: Morning of the first 
session we hit with the most impor- 
tant story we had to tell—develop- 
ment and benefits in new Liquid Vel- 
vet Alki-Therm. We showed every- 
thing about this product—how it was 
researched, developed and, most im- 
portant, how to take its properties 
and turn them into sales points when 
talking with customers. Climax of 
this presentation was a 25-minute, 
16mm, color-sound movie called 
“Alki-Therm, New Frontier in Wall 
Paint.” O’Brien produced the movie 
for showings at the Sales Ideas 
School, hoping such an effort would 
soundly impress the dealer organiza- 
tion. It did. Many dealers immedi- 
ately ordered copies for showings in 
their own cities or towns. 


Showed Them How 


Two problems facing any paint 
dealer are first to get the customer 
inside his store and, once inside, to 
close a sale. Local promotion will 
get the customer inside; hence, after- 
noon of the first day dealt with ideas 
to get the shopper into the store as a 
customer. O’Brien promotion is built 
around color. (Don’t sell the paint, 
we tell our dealers, sell the color.) 
We showed them how to promote 
color interest in their stores. We im- 
pressed the idea that if they gained 
the reputation as color experts, people 
would seek them out rather than the 
other way around. 

Morning of the second day we 
offered a background of O’Brien’s op- 
erations inasmuch as many dealers 
had never seen a paint factory before, 
we scheduled an early morning plant 
tour. This was followed by a brief 
examination of the other product line 
which makes up a large percentage of 
dealer sales—exterior house paints. 


Salesmanship Wind-Up 


Wind-up session featured nothing 
but salesmanship. We hoped to an- 
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swer such questions as: How, do you 
overcome objections; What are the 
steps in closing a sale; How do you 
handle complaints ; and What are the 
things that make people buy paint? 
Answer, of course, is selling and 
salesmanship. We weren't trying to 
sell paint at this or any of the other 
sessions. We constantly aimed at sell- 
ing one thing —selling, itself. Our 
point is that if the retail salesman 
knows more about selling, it follows 
that he will sell more paint. 


Sales Ideas Kit 


Realizing that we couldn’t possibly 
get across a finished story in two 
short days, we gave each dealer a 
Sales Ideas Kit which included some- 
thing of interest to every type of 
dealer or dealer salesman who might 
attend the school. Details on colors, 
store operation, store layout and de- 
sign, store promotions, and publicity 

each an aid to the selling problem 

were part of the kit. 

Before each session ended we 
stuck our chins out and asked dealers 
to help us make a better school in 
succeeding years by rating it. On a 
rating blank that was returned un- 
signed we asked 10 questions that 
would help in setting up another 
school. Response on the blanks was 
both illuminating and gratifying. 
Ninety-seven percent rated the school 
excellent and 95% said they would 
return next year. Of the 5° remain- 
ing, only one said he would not re- 
turn. The others said maybe. 


Gave Awards 


Final event on the program was 
a presentation of a Sales Merit 
Award to each student. It was made 
to a student “who had completed a 
Sales Training Course at the O’Brien 
Sales Ideas School and is qualified as 
a paint salesman in retail techniques, 
product knowledge, color selection 
and creative selling.” 

Results? A few immediate results 
that showed the worth of our efforts. 
Three new dealers took on the 
O’Brien line after one session. Other 
dealers who hadn't ordered stocks of 
the new flat wall paint put in orders 
on the spot. To date, sales of our 
new flat wall paint shot up more than 
100%. But the final results — real 
proof—won't be known until the end 
of the present sales year. If enthusi- 
asm precedes increased sales, then we 
know we and our dealers can look for 
increased profits in 1954. The End 
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How do you feel when 
the hotel door closes? 


When the bellman closes the door and you stand alone surrounded 


by the four walls of your hotel room, do you feel warm and wel- 
come? It might easily depend on the color of the walls, the soft- 
ness of the carpet or design of the furniture, for psychologists 
tell us that all these things affect your disposition. That’s why we 
engage the best decorators in the country to work out carefully 
coordinated color schemes for our rooms... why we’ve redecorated 
them at the rate of a thousand or more a year since the end of 
the war. Such accommodations plus free Western “‘Hoteletype” 
Reservations service and tested recipes from our Research Kitchen 
are tangible expressions of the “‘western’’ hospitality that awaits 
you at every Western Hotel. 


WESTERN §@''§ HOTELS 


WASHINGTON: SEATTLE, New Washington, OREGON: PorRTLAND, Multnomah, Benson 
Benjamin Franklin, Roosevelt, Mayflower UTAH: SALT LAKE ciTy, Newhouse 
SPOKANE, Davenport, TACOMA, Winthrop COLORADO: pENvER, Cosmopolitan 

WENATCHEE, Cascadian, BELLINGHAM, Leopold MONTANA: BILLINGS, Northern 
WALLA WALLA, Marcus Whitman IDAHO: ng oe Owyhee 
CALIFORNIA: Los ANGELES, Mayfair POCATELLO, Bannoc . 
SAN FRANCISCO, Sir Francis Drake, Maurice BRITISH COLUMBIA: VANCOUVER, Georgia 


PALM SPRINGS, Hotel the Oasis San Francisco, St. Francis, Affiliated 


&. W. THURSTON, President « Executive Offices: New Washington Hotel, Seattlo 


they'll learn faster 


a 


WHEN YOU SHOW YOUR 
MOVIES AND SLIDES ON THE 


Da-Lite HI-FI 


push-button 


dy’ 


the screen recommended and used by 
more Audio-Visual Directors and Sales 
Monagers than any other. 


SET IT HIGH 


48" from the floor 
for large audience 
viewing, high 
ceiling rooms or 
stage! 


SETITLOW “hae 


14” from the floor 

for small audiences, 

low ceilings, stage 
or room use! 


OR HANG IT 


from wall merely by 
slipping case from 
tripod in seconds! 


Made exclusively for Schools... 
Churches and Industry with the 
White Magic glass-beaded surface for 
color or black-and-white high-fidelity 
brilliance. Easy “Push-Button” open- 
ing...makes all other screens obsolete! 


50” x 50” SIZE, $35.25 
3 POPULAR SIZES 


““PUSH-BUTTON” OPENING 
Sets up in seconds 
ECONOMICAL 
Does the job of 3 screens 


~ ® 
eee, PERFECTION 
IN PROJECTION 
SINCE 1909 


Da-Lite the most complete line . available 
from all authorized Da-Lite Audio-Visual dealers 
Ask for free literature or write Da-Lite 

DA-LITE SCREEN COMPANY, INC. 
2795 North Pulaski Road, Chicago 39, Ill. 


ite eee eee eee ee eee. 
Mail coupon for FREE ‘Better Audio-Visual 
Planning’ folder. Tells how to get more thrill- 
ing brilliance in slides, movies. 

Name 

School or Organization 

Title 


Address 


City Zone State 
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ECONOMIC 
MAN 


NON-ECONOMIC 
MAN 


CONFERENCE LEADERS present meeting material to themselves before staging confer- 
ences in their territories. They conduct 214 meetings every three weeks, return for training. 


Why Sun Oil Runs 


Conferences on Economics 


Unless management people understand basic economics 


and how they and their company fit into our capitalistic sys- 


tem, they can't be sure they are always making the best 


decisions. So Sun Oil has a special program to help them. 


Unless Sun Oil Co. management 
people understand basic operations of 
our economy in general, and the oil 
industry’s function in particular, they 
cannot make wise decisions or under- 
stand company policies, according to 
the company. With this thesis in 
mind, Sun Oil has created a series of 
10 conferences to explain our econ- 
omy to its management personnel. 

“Our Economy at Work,” title of 
Sun Oil’s economic program, is a 
voluntary educational activity in 
which management personnel may 
participate on company time. At least 
80° of Sun's employes of foreman 
level or higher are attending all eco- 
nomic conferences in groups of 15 to 
20. 

Sun Oil’s interest in training per- 
sonnel in basic economics started in 
1951 when Robert C. Dunlop, presi- 


dent, was asked to participate in a 
survey of managerial — personnel 
throughout the country. This survey 
consisted of 61 questions on economic 
opinions and fact, and was prepared 
by Opinion Research Corp., Prince- 
ton, N. J. Impressed by the survey 
and its results, Mr. Dunlop suggested 
to William E. Zimmerman, Sun’s di- 
rector of Industrial Relations, that it 
be considered for use by the company. 
The questionnaire was then given to 
2,905 members of Sun Oil manage- 
ment. 

Results showed that in most cases 
Sun Oil people had knowledge of 
economic opinion and facts well above 
that of the national average. How- 
ever, questionnaire response showed a 
considerable difference of opinion be- 
tween top management and members 
of other management. Some partici- 
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pants in the study showed a lack of 
factual knowledge. 

These results, plus requests trom 
company personnel for additional in- 
formation in the field of basic eco- 
nomics, prompted Sun to investigate 
a special training program. 

Headed by A. V. Stubenrauch, the 
Education and Training Section, In- 
dustrial Relations Dept., listened to 
or read 50 programs in economics in 
its quest for the right one. A joint 
project between Republic Steel Corp. 
and The University of Chicago im- 
pressed Stubenrauch as offering most 
to management. It was one of pure 
economics and gave facts rather than 
attempting to cram Americanism 
down the throats of participants. 

Di. Robert K. Burns, The Uni- 
versity of Chicago’s Industrial Rela- 
tions Center, was invited to Sun’s 
home office in Philadelphia to explore 
a joint program between the univer- 
sity and Sun Oil. From this meeting 
grew Sun’s “Our Economy at Work” 
program. 


FLORIDA’S MOST COMPLETE 
fon FACILITIES 


4 Meeting Rooms: Main room accommo- 
dates up to 500. Three smaller rooms 
for conferences up to 150 people. 

Banquets: For groups up to 500. Smaller 
informal dining rooms. 

Accommodations: 650 villas accommodat- 
ing from 1 to 8 persons each. Living 
rooms, bedrooms, tiled baths and kitch- 
ens all for the price of a hotel room. 


Listed Topics 


University people and Sun’s top 
management listed topics that should 
be covered. ‘They decided that the 
program should have a general bird’s 
eye view of economics and then con- 
sider various specifics within the field. 
Competition, how it works and how 
it affects the oil industry in particu- 


lar, was slated as one of the specifics. 
Economic production and who shares 
in it was another. Function of profits 
and a unit on sales and costs were 


Wives and families invited 

Activities: Private Ellinor Village Country 
Club. Golf. Tennis Swimming pool. 
Riding academy. Private ocean beach. 


included in the program : Sightseeing and recreational trips. 
gram. : : 
Three items to be included dealt ee Transportation: Direct airline, railroad and 
. oe bus service. Charter buses, taxies, limou- 


more in general terms of economic } 
sines, and rental cars 


theory: understanding of money and 
banking, ups and downs of business, 
and competitive enterprise as a going 


No Tipping Required From Conventioneers 


concern, 


With plans for conferences of 20 eC. W. De Coudres 


people or less in their home locations, Vi . 
E MANAGING DIRECTOR 
coverage of a vast territory became a i \ WRITE 


real problem. Sun installations stretch z FOR e Ellinor Village 


trom Maine to Florida and from P.O. BOX 1471 


Florida to Texas. DETAILS Daytona Beach, 


Complete 
Recreational Florida 
Staff of Leaders Activities 
e Chicago Office: monawk 4-5100 
To reach 3,500 management people 
with meetings required a staft of con- 
terence leaders. So Sun Oil created 


* 
: ' 
a recruitment program for group \ \¥ 
leaders from the ranks of manage- ™ 
ment. Psychologists from The Uni- 


versity of Chicago developed a_ bat- 


tery of tests to be given to any mem- DAYTONA BEACH Herida 
ber of management who was inter- 


\ 


o 
ested in becoming a conference leader. pe TE nn SS, MOR eek a nate PR [sae 
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HOTELS 
Vhought 


unter 


= O TF = tL 
‘ SAN ANTONIO, TEXAS 
Center of everything in picturesque San 
Antonio, Eleven function rooms for large 
or small groups. Completely air condi- 
tioned. San Antonio, AMERICA'S FASTEST 
GROWING MAJOR CITY. 
For complete details, 
37 ; write, wire or phone 


TERRY SANDERS, 
SALES MGR. 


CONVENTIONS 


* 
SALES 
MEETINGS 


Westward Ho 


IN PHOENIX, ARIZONA 


Resort Atmosphere . . . in the heart of 
downtown Phoenix. Available convention 
dates for groups of 50 to 500 .. . April 
through December. Phoenix, the AIR CON- 
DITIONED CAPITOL OF THE WORLD. 


For complete details, 
write, wire or phone 
KARL SMITH 
CONVENTION MGR. 


Over 100 men applied for the posts. 
‘They had to complete a questionnaire 
which asked such questions as: What 
is there about the job of conference 
leadership that appeals to you? What 
kinds of adjustment in home life, job 
duties, future plans will you have to 
make if you were to be selected for 
this position? What do you consider 
to be the major responsibilities of a 
conference leader ? 


Asked 16 Questions 


In all, 16 subjective questions were 
asked of conference-leader prospects, 
along with a complete occupational 
and educational outline. From appli- 
cations nominees were selected for a 
battery of three tests. One was a 
supervisory situation test to determine 
attitudes. A sentence completion test 
and a social perception test completed 
the battery, which was followed by 
personal interview. 

After all tests and interviews were 
concluded, members of the staff of 
Industrial Relations Center, The 
University of Chicago, sat down and 
compared notes. They made their 
selections of conference leaders and 
assigned numbers to each selection. 


Called to Chicago 


Representatives from Sun Oil were 
called to Chicago and all cases were 
explained to them—using only num- 
bers and not names. Sun representa- 
tives agreed to the selections as the 
best choices, and only then were the 
names of the individuals identified 
with the numbers. This eliminated 
any possibility of personality conflict 
or politics entering into selection of 
qualified leaders. 

In June, 1953, all selected leaders 
met in Sun’s general office, Philadel- 
phia. Leaders included accountants, 
machinery foremen, safety engineers, 
lawyers and mechanical engineers. 
After a one-day indoctrination, they 
were sent to The University of Chi- 
cago for a one-week training program. 
They were taught techniques of con- 
ference leadership, basic economics, 
public speaking and whatever else 
could be crammed into one week to 
help them as conference leaders. 


Given Guide 


Conference leaders were introduced 
to material they would present at 
their first two sessions of “Our Econ- 
omy at Work” program. They were 
given a leader’s guide, visual aids and 


handout booklets. Practice sessions 
were then held so leaders could pre- 
sent the material to each other and 
receive helpful criticism by university 
and Sun specialists. 


Checked by Company 


All material for sessions was first 
developed by university people and 
then checked by company executives. 
Visual aids for sessions included flan- 
nel boards and flip charts. 

Following a week in Chicago, con- 
ference leaders went back to home 
locations to study their guides and do 
outside reading to round out their 
knowledge of subjects to be taught. 
Late in August, leaders returned to 
Chicago for another week of training. 


Organize Territories 


Leaders had to organize their terri- 
tories so that conferences could be 
staged a three-week period. 
Every six weeks leaders went to 
Philadelphia for training on the next 
two units of the program. ‘These 
training sessions lasted two or three 
days. 

To test effectiveness of this pro- 
gram as applied in the field, a random 
sampling of conference participants 
was given a test on economic opinions 
and facts. At the end of the program 
another random sample test is to be 
given. 

Sun’s conference leaders conduct 
214 meetings every three weeks. They 
received merit increases in salary on 
the first of the year but were made 
no promises of promotions or advance- 
ment because of the conference lead- 
ership activities. They had been re- 
lieved of their regular duties to par- 
ticipate in the program as conference 
leaders and 11 of the 17 full-time 
leaders were supplied company cars 
to cover their territories. 


ovel 


Shipboard Program 


For supervisory personnel aboard 
ship in Sun’s Marine Dept., a special 
correspondence course was created. 
This includes quizzes and tests, and 
is mailed at regular intervals to 
parallel conference presentations. 

In most cities, attendance by super- 
visory employes reaches 95% up to 
98% at conferences. Now in its sec- 
ond season, “Our Economy at Work” 
program is training 2,950 Sun man- 
agement people and 500 sales per- 
sonnel. The End 
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DIRECT SERVICE 
to. PUERTO RICO 


via Eastern Air Lines 


makes it easy and convenient to attend your convention there! Daily flights 
from New York and Miami, plus connecting service from 89 additional 
Eastern Air Lines cities and other principal cities of the U.S. guarantees 
a record attendance. 

Let our Convention Travel Experts help you plan the details — including 
side trips to the Virgin Islands and all the Caribbean. 


Ask about the Group Leader Plan— 


95% OF THE NATION’S CONVENTIONS ARE HELD IN CITIES SERVED BY EASTERN 


. and it’s 1,000 to 1 that you'll 
have perfect convention weather, too! 


Like picnics, conventions often attract’ rain- tive as grandma's hat on a wet Monday, San Juan 
clouds for miles around. If anything, they attract and environs are radiantly alive. There's golf, 
more of them because conventions have more wonderful deep-sea fishing, pool or surf swimming 
people. sporting events and after-dark whoop-de-doo at 


; ; ; we gala clubs. 
Well, there is one city that is just naturally © 


designed to play host to conventions, For one 
thing, Nature has given it a cool, breeze-braced 
climate that averages 76° the year-round. And 
you can see up top, the odds are cozy that the 
sun will be there while you are. 


There are beautiful roads leading to palm- 
fringed beaches, picturesque mountains, historical 
cities and fortresses. You can rent a drive-your- 
self car very reasonably. 


Of course, San Juan, Puerto Rico, for that’s the Getting there is easy. San Juan, Puerto Rico, is 
city we're talking about, has the conventional only a few air hours from any part of the U. S. 
convention facilities, too. It has modern air Typical round trip fares are—from New York, 
conditioned hotels—four of them within walking $128; from Chicago : (via Miami), $151; from 
distance of one another. Roomy convention halls Cleveland (via Miami), $174. _ No passports, no 
have ple ntv of exhibit space and committee rooms. customs, no travel red tape, no foreign currency. 
And special convention rates are attractively low : : : i 
in Spring and Fall. Get complete details from Puerto Rico Visitors 

Bureau (An Agency of the Commonwealth of 

But there’s a lot more to San Juan than that. Puerto Rico), Room 408, 579 Fifth Avenue, New 

Whereas most convention cities are about as fes- York 17, N. Y. 
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PERMANENT EXHIBIT for architects was studied to discover how much could be learned 
about visitors and their buying habits. Same techniques could be used for any show. 


Exhibitors Can Be Given 
Audience Buying Patterns 


Three-part study reveals who attended a permanent ex- 
hibit, how often they returned and what buying was stimu- 
lated. Study included door counts, questionnaires at ex- 
hibit and depth interviews a month after visits to exhibit. 


BY JOHN T. FOSDICK © Research Editor 


In nearly all proceeding articles I 
have described how the individual 
exhibitor made use of some phase cf 
audience reaction research to learn 
who attended the trade show, how to 
improve his company’s exhibit, or to 
do sales forecasting. This time | 
shall describe how one exposition 
manager solved requests for audience 
information. 


28 


Case concerns Architects Samples 
Corp., 101 Park Ave., New York 
City. This is a permanent exposition 
of building products and materials, 
open five days a week, 52 weeks of 
the year. Because of this permanent 
characteristic, management found it- 
self being asked time and time again: 
“How many people come a day, or a 
week, or even a month?” “Who are 


they?” What is their interest in the 
products on display?” ‘How much 
of this audience is made up of ‘repeat- 
ers’ and what proportion is new ?” 

H. C. Nancken, vice-president, 
Architects Samples Corp., turned to 
Exhibitors Advisory Council — tor 
guidance. Since a simple audit o1 
door count would not answer all his 
questions, EAC referred him to John 
I. Fosdick Associates. After study- 
ing the problem, the researchers cre- 
ated a three-part study. 


Unique Case 


This case is unique, tor it is the 
first time to my knowledge that show 
management has undertaken to study 
all three factors of its audience at one 
time. These factors are: 

1. Door check or audit of attend- 
ance to report total visitors by hours 
ot the day. 

2. Audience reaction study to learn 
who these visitors are, what they came 
to see, how frequently they call and 
how they learned about the exhibits. 

3. ‘“Proot of action” study, based 
upon detailed interviews with visitors 
at their places of business, one month 
after their visits to exhibits. During 
this phase of the study visitors were 
asked to give specific details of prod- 
ucts bought (or in the case of archi- 
tects, specified ). 

While this latter research is a ter- 
tile field for exposition managers, this 
is my first knowledge of its having 
been done by depth interviews and in 
this fashion. (I have heard of occa- 
sional mail studies that sought this 
type of information. ) 

First a word about how this study 
was made, before discussion of how 
results are used. 


Complicated Check 


Door check phase of the study was 
complicated because the exhibit area 
is actually five areas on two levels, 
reached by seven entrances and enits. 
Located in the Architect’s Building, 
exhibits are open to visitors who can 
drop in and leave without being re- 
quired to register. This problem was 
solved by stationing checkers at all 
doors, and by having all visitors wear 
identification pins. Thus a control 
was faintained that no visitor was 
either omitted from the count, or re- 
ported twice. Since attendance at a 
permanent exhibit of this type might 
well be influenced by weather 
changes, research work was scheduled 
for one rainy day and one clear day, 
using U. S. Weather Bureau fore- 
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THE DOW CHEMICAL COMPANY DID— 
BETTER for National Plastics Show. Hundreds of plastic home use products 


were shown in room settings. Participation push buttons identified 
different DOW plastics “Application Engineered” for different 


products. Results were “Best ever in attendance, interest, sales.” 


RESULTS 


FROM 
SWIFT & COMPANY DID— 
for 8,000 square feet "FOODS FOR 
YOU R LIFE’ exhibit in. Museum of Science and 


Industry, Chicago. Picture shows “Basic 


7" food group story, with revolving 


EXHIBIT wheel, lighted transparencies, sound. 


Recent check showed over 80% of 


Museum attendance visits Swift exhibit. 


PROGRAM 


ONEIDA LTD. DID— 


for National Jewelry Show, with dominating, 3-space exhibit. Client 
said, “An outstanding job, was talk of Show.” Many dealers copied 


CON SU LT space-saving, wall mounted display idea for silverware chests— 


developed by General Exhibits. Also adopted lighting treatment. 


a 


SPECIALIST! 


SS 
Ciacral exhibits and displays, ine. 


y 2100 N. RACINE AVE. + CHICAGO 14, ILL. + PHONE: EASTGATE 7-0100 
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casts as a guide to scheduling. By 
further use of Weather Bureau fig- 
ures for New York City, we were 
able to determine the proportion of 
fair days to rain, and a projected 
weekly and monthly figure was de- 
veloped, based upon these two daily 
checks. ; 


60 Interviews 


Audience reaction study was based 
upon approximately 60 interviews on 
each of six days. After a one day 
pretest, interviews were made in ex- 
hibit areas on five consecutive days 
during the week of May 10, 1954. 

Questions covered in this phase of 
the study included type of business 
and position of visitor, number of 
calls he or she had made at the exhibit 
within the past three months, number 
of years that this individual had been 
coming to Architects Samples Corp. 
(founded 1913), and type of product 
or building material that had 
prompted this particular visit. He 
was asked in addition how he first 
learned about this exhibit if this was 
his first visit. 

All architects interviewed were 
asked to give their name and business 
connection. From this list, we se- 
lected a sample of architects whose 
place of business was New York City, 
and four weeks after they had been 
interviewed at the Samples exhibits, 
they were again interviewed at their 
places of business. They were asked 
to give specific details of items that 
they had specified for one or more of 
their current jobs as a result of their 
recent visits to the displays. They 
were first queried on specific products 
that they had reported prompted their 
visit one month earlier; and then, if 
no action had yet been taken, they 
were asked about specification action 
which might have resulted from pre- 
vious visits within the year. Many of 
these men gave detailed evidence of 
purchasing or specification action. 
Examples below show the scope of 
information that can be obtained by 
this type of study. 

Architect A reported he secured 
information on B. F. Goodrich rub- 
ber product and followed through 
with Goodrich’s New York repre- 
sentative, who supplied samples. 
These were shown to client. Product 
was then specified and used in build- 
ing. He also reported having seen a 
new product of U. S. Plywood Co. 
He requested samples and then speci- 
fied it. It was used to panel three 
rooms in a $100,000 home—specifica- 
tion, he reports, based solely upon see- 
ing product at the exhibits. He re- 


ported, too, his specifying Celotex for 
a building as a direct result of seeing 
it displayed. 

Architect B reported that he had 
specified brick, limestone, granite and 
marble based upon recent visits to the 
ASC displays. One specific example: 
He brought client in to look at brick. 
As a result of visit they selected Glen 
Gery brick for $900,000 city-hall 
job. This was a switch from original 
brick specified and was made solely 
upon the basis of the visit to exhibits. 
During the same trip he selected and 
specified marble and Fletcher granite 
used for the same building. 

Best understanding of how this 
type of material can be used is seen in 
examining specific results of this 
study. Daily door counts showed 588 
visitors on the rainy day and 744 on 
the clear day. Using Weather Bu- 
reau corrections and projecting these 
figures, we find a total attendance of 
nearly 16,000 a month, or over 190,- 
000 a year—a most impressive at- 
tendance figure for any show manager 
to work with. 


Now Has Data 


Further analysis shows that 25% 
were architects or engineers, 13% 
builders or contractors, 15% othe: 
building factors, and 47% home 
owners. Now show management can 
answer specific requests for audience 
information from individual exhibi- 
tors interested in such groups, supply- 
ing them data to use in planning the 
type of exhibit which will be most 
effective. 

Knowing that 42% of these visi- 
tors had visited the displays at least 
once a month during the past three 
months, and that 22% were making 
their first visit, you have valuable 
information, particularly when you 
realize that these ratios are based 
upon interviews on six separate days, 
and therefore more or less representa- 
tive of attendance during any given 
period. 

Finally, there is strong sales am- 
munition, when a survey such as this 
first reveals that 47% of visitors in- 
terviewed report at the time of inter- 
view that they had seen one or more 
products which they would buy or 
specify as a result of their visit. 
Coupled with follow-up interviews as 
reported earlier, the show manage- 
ment is at last in a position to answer 
questions now being asked by individ- 
ual exhibitors, same questions that 
they long have been able to get an- 
swered by publications and _ other 
media. The End 
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TYPICAL VICTOR MEETING is this at Jackson, Miss. All dealers receive systematic in- 
struction on applications and uses of equipment, plus proven sales techniques to market it. 


How to Plan and Stage 
A Dealer Sales Clinic 


Victor Adding Machine takes you through the ABC's and 
XYZ's of a profitable training meeting; tells what it did, 
why it did it. First Victor discovered what dealers wanted 
to know and then built a know-how program—sans ‘hoopla’. 


BY D. LLOYD ALLOR 
Director of Sales Training, Victor Adding Machine Co. 


Sales clinics come two styles. Some 
make like fireworks—a great flash 
with a quick fizzle. And some are 
made like fired works—baked in the 
turnace of a sound training program 
tor long life. 

When members of Victor Adding 
Machine Company's sales division 
approached the idea of holding dealer 
clinics this year, everyone agreed on 
the purpose. Dealers must be given 
sales know-how keyed to 1954 sales 
conditions -— know-how that would 
enable them to get their full share 
ot business. 

We felt that a “hoopla” session 
might have great immediate appeal, 
but we doubted its effectiveness in 
getting results not just for a few 
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weeks but throughout the year. Let 
me say here that programs with a lot 
ot razzle-dazzle have their place in 
the promotional scheme of things. 
But when the primary function of a 
meeting is educational, it is to the 
best interest of all concerned to keep 
the “crop of corn” small. 

Having set a purpose, the problem 
became one of what to teach Victor 
dealers. What did they know about 
our products? How effective was 
their use of the trial cycle, our tested 
and proven sales method? And what 
would they expect to learn from a 
clinic? Quite evidently our opinions 
on the subject, however valid, could 
not be the basis for building their 
program. Answers lay with dealers; 


and to them we went for facts. 

Answers were gained in several 
ways without disclosing our plans in 
the formative stage. First we sent oui 
dealers a questionnaire based on 
Pocket Logic, our weekly meetings by 
mail. We asked them: What infor- 
mation included in these lessons have 
you found most helpful in your efforts 
to get sales? Where do you feel more 
stress should be laid? Do you want 
more help with product applications ? 
Or do you prefer the emphasis on 
product knowledge or salesmanship ? 

Our second avenue of information 
(generally available to all sales or- 
ganizations) was our dealer contacts 
either direct or through our district 
managers. 


Practical Help 


Sifting the information from these 
varied sources, we learned that our 
dealers most wanted practical product 
application help. 

From past experience I have found 
that in resolving these two questions 
—purpose and program emphasis—a 
major stride toward insuring success 
of dealer clinics has been taken. 

This done, next big step is prepara- 
tion of material. In doing this, it is 
well to keep in mind sales efficiency 
(experience and skill) of those who 
will attend. At such gatherings you 
are apt to find a cross section of all 
levels of experience and training. 
Because of this wide spread, material 
should be pitched to the so-called av- 
erage individual in the group. Again 
the experience of this man varies. Just 
how high the group average runs de- 
pends largely on whether previous 
meetings of the same nature have been 
held. Also, on how extensive a dealet 
program has been in effect. 

After all material has been selected 
in light of the above criteria. its actual 
organization into presentation form 
begins. For our two-day clinics we 
prepared a written outline. We chose 
this procedure rather than a complete 
script for several reasons. 

Our plan called for three four-man 
teams to ride the dealer circuit. By 
developing a detailed outline, uniform 
coverage of the material was assured. 
At the same time it permitted latitude 
for personality differences of the men 
in each group. 

We found that our clinics were 
equally well received in all parts of 
the country. We attribute this to the 
fact that each group was given the 
leeway that allowed spontaneity with- 
in the well defined scope of the pro- 
gram. 

At the outset I stressed the wisdom 
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of avoiding hoopla in a purely educa- 
tional type of clinic. While appear- 
ing contradictory at a casual glance, 
I feel that meetings should be spiced 
with plenty of showmanship. 

A sales skit showing the right way 
to sell your products serves as an ex- 
cellent curtain raiser on a clinic. 

The skit we devised illustrated all 
phases of Victor’s long tested and 
proven canvass, place and close cycle. 
We used one member of our team as 
the prospect and the group leader as 
salesman. In presenting such a sales 


skit it is imperative that it remain 
true to the facts of life. All sales 
objections commonly voiced by the 
prospect should be written into the 
plot to show how they can be over- 
come with good sales sense. Pat situ- 
ations should be avoided. Their phon- 
iness, while making for glib presenta- 
tions, does nothing to promote a deal- 
er’s technique. 

Another reason for a well planned 
sales skit, it gives you the opportunity 
to show dealers how to use sales tools 
correctly. Like other companies, Vic- 
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tor has a wide variety of selling aids 
available. Each of them has been de- 
signed for a specific need in promot- 
ing sales. Often their incorrect use 
nullifies their value as completely as 
non-use. 

As you see, the skit is a highly 
serviceable device. It can set the pace 
of the entire meeting. It can show 
sales techniques in terms of down-to- 
earth everyday practice. And it is 
most helpful in illustrating use of 
sales tools in a manner that gets the 
point across. No wonder we starred 
this as our opener. 

While on the subject of sales tools, 
I would urge those planning clinics 
to be well supplied with copies of 
sales tools. Give each dealer copies 
of all these materials and be sure to 
discuss their uses at the time. Com- 
ments may be brief, but they should 
leave no doubt as to purpose of each 
tool. 

An effective tool used for our own 
dealer clinics was a small 5%” x 
814” booklet. This contained repro- 
ductions of all charts used, a detailed 
outline of the program and six blank 
pages for notes. Although the book- 
let was not elaborate, it served as a 
ready reference on the entire clinic 
for our dealers. Comments received 
from them indicate they have turned 
to it many times since for sales know- 
how. 

If the product lends itself to physi- 
cal demonstration, machines should be 
supplied for use throughout the clinic. 
An ideal arrangement (dependent on 
size of one’s products) is to permit 
each dealer to have one for his own 
use. 

In our own case the need for an 
adequate number of machines can be 
readily understood when one realizes 
that 50% of the time was devoted to 
machine operation and applications. 
This was essential because instructive 
product demonstrations and applica- 
tions play large roles leading to sale 
of our units. 

For our 46 clinics we used 900 ma- 
chines valued at over $346,000. New 
units were shipped from the factory 
to each clinic well in advance of our 
arrival. In addition we shipped a 
group of competitive machines for 
illustrative purposes. 

Ignoring competition you hardly 
offer a realistic approach to a down- 
to-earth dealer clinic. Far more prac- 
tical, plan to view competition point- 
edly and, again, briefly. Analyze com- 
petitive products factually and fairly. 
Show these products “with kindness.” 
Certainly say nothing about competi- 
tion to which you would hesitate sign- 
ing your name. 

Dealers are primarily interested in 
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that information which will help them 
beat competition in a selling situa- 
tion. Hit these points and then stop. 
If you give too much weight to com- 
petitive products this puts too much 
fear of sales resistance in the average 
dealer’s thought. For best results 
make your comments both brief and 
always fair. 

In running actual clinics, normal 
rules for producing effective meetings 
should be followed. Plenty of fresh 
air, good light, fresh water at hand, 
adequate equipment—these are musts. 
Re sure to provide each dealer with 
facilities for taking notes. 

All interruptions should be avoided. 
Members of the group should be 
asked to jot down all questions that 
arise as presentations go along. Then 
at the end of each day they should be 
offered a discussion period for thrash- 
ing out points they do not understand. 
Comments and questions, if not 
handled in this manner, can ruin a 
meeting by throwing it completely off 
schedule and out of tune with its 
purpose. Experienced discussion lead- 
ers have seen this happen many times, 
especially when more than 10 people 
are participating in the meeting. 

As stated earlier, we set up a series 


of 46 clinics so that meeting groups. 


could be small. Since our sessions 
were primarily of an instructive na- 
ture, we tried to limit our groups to 
20 men, never more than 25. Then 
we picked four-man teams to serve as 
clinic group leaders. In this way we 
were able to provide a teacher for 
every four to six students. 

This ability to concentrate on a 
small group is most helpful in teach- 
ing machine applications. Large 
groups offer the further disadvantage 
of increasing the difficulty to absorb 
learning experiences in direct propor- 
tion to their size. Certainly large 
groups are harder to hold and teach. 

Another advantage of keeping 
groups small—througkh means of more 
meetings —is that it keeps dealer 
travel time to a minimum. Busy deal- 
ers appreciated this thoughtfulness. 
By selecting the large city near to a 
group of dealers, we made it possible 
for them to make the trip in an hour 
or two. Only in mountainous areas 
of the West, where cities are widely 
dispersed, did we find it necessary to 
ask dealers to travel over 150 miles 
at the most to the clinics. 

Even with three four-man teams 
making the rounds, scheduling of 
meetings in our case was tight. Each 
team almost always held two clinics 
a week, one on Monday and Tuesday, 
the other Thursday and Friday. To 
meet such a busy schedule, groups 
traveled by plane. This made it neces- 
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sary to keep props simple and to a 
minimum. 

Beyond machines (an _ absolute 
necessity) and sales tools shipped from 
the home office, we carried only fold- 
ing Oreo visual easels plus a quantity 
of extension cords and some miscel- 
laneous materials in a large leather 
case. Our props were also selected 
for their flexibility of purpose and 
compactness. We had no room to 
waste. 

Incidentally, all shipments of ma- 
chines and sales tools were, Railway 


Only 
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expressed directly to meeting hotels 
from the home office. And not once 
was material late for a session—an- 
other factor that makes for success. 

Because of the serious nature of 
our sessions we avoided the usual 
commercial hotels. We rather chose 
those that offered conference rooms 
where no counter-attractions were 
likely to disrupt our proceedings. 
Further, since ours was a two day 
clinic, we had to take into considera- 
tion availability of sleeping quarters. 
With the dealer paying a proportion- 
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Reno, Nevada 


took the 
into consideration though 
to other 


ate share of expenses, we 
cost Tactor 
this was secondary require- 
ments. 

Invitations were extended to all 
exclusive Victor dealers to attend the 
clinic in the large city nearest their 
Seventy-six per cent of them 
accepted the offer although there were 
a number of out-ot-pocket expenses 
they had to pay. Total 
reached 744. 

While dealers paid 
miscellgneous expenses, 
footed a sizeable bill. This came to 
approximately $30,000. A breakdown 
shows that hotel bills (two luncheons 
and a dinner at the clinic for the 
dealers plus a $4.50 allowance for 
lodgings per man) amounted to 
$13,000. 

Next largest 


stores. 


attendance 


all travel and 
Victor still 


item in the budget 
($11,000.00) constituted travel ex- 
penses of home office personnel. Mis- 
cellaneous (salaries, training 
kits, freight expenses) added another 
$6,000 to the budget. 

With all details from budgets to 
programs well cared for, I pre-tested 
the entire program in Lincoln, Nebr., 
about six months before it was sched- 
uled. At that time a group of newly 
franchised dealers was put through 
the school. 


costs 


We chose new dealers for this pilot 
session because of their newness to 
our products. In this way material 
for the regular clinics could be paced 
with such a group as the guide. 

As the Lincoln meeting ended, 
Victor’s plan for a forthcoming na- 
tionwide series of clinics was dis- 
closed. It was explained that we were 
most desirous of getting their com- 
ments and criticisms. “These, we 
stressed, would be most helpful in 
formulating our final draft of the 
program. And their suggestions did 
give us points to consider. 

Interestingly enough, this same 
group of dealers attended the windup 
clinic in Omaha some 10 months 
later. They had returned 100° and 
their interest and enthusiasm was as 
keen and obvious then as during the 
pilot run. 

After the pilot run was completed, 
group leaders worked on timing and 
pacing of their own sessions based on 
our Lincoln experience. 

Actual clinic developed from all 
this advance planning ran smoothly 
throughout its 46 performances, re- 
gardless of the cast. 

During the first day, effort was 
centered on product knowledge and 
selling techniques. From the sales 
skit we moved on into a brief com- 
pany history, thumbnail sketches of 
company officials and a review of 
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Victor’s position in relation to the 
industry. By giving these facts a per- 
sonalized approach we renewed the 
close bond that exists between our or- 
ganization and its franchised dealers. 

Another highlight of the first day 
was introduction of a new machine 
with a special feature. Also a great 
deal of time was devoted to actual 
Victor sales techniques. Stress was 
placed on the psychology of the trial 
cycle, management of a territory, use 
of sales tools and demonstration. 


Emphasis on Application 


During the second day, emphasis 
was placed on applications and every- 
day uses for Victor Adding Machines. 

We have found (and this was 
stressed throughout our meetings) 
that when a salesman takes the time 
to show all basic uses for his machine, 
it’s an eye-opener to the prospect. He 
becomes a willing listener. And, if 
the salesman knows how to close, that 
listening prospect can become a cus- 
tomer. Too often, the salesman over- 
looks the basic applications. He leaves 
the prospect admiring the product, 
but uncertain as to where, how or 
why he should use it in his own busi- 
And no sale is made. 

Stress placed on machine knowl- 
edge and applications at our clinics 
has given many of our dealers a new 
insight into our products. This know- 
how has awakened them to sales op- 
portunities they never knew existed. 

One dealer on the East Coast called 
me excitedly a short time back. He 
had just sold three Victor Custom 
Line adding machines to the state be- 
cause of their ability to do short cut 
multiplication. He expects eight more 
sales from the same buyer soon all 
because of this one application. He 
admits he never knew it could be 
done on our machine. That knowl- 
edge gave him a profit directly trace- 
able to the clinic. 

Again a dealer in Colorado tells of 
his experience. He was attempting to 
sell a Victor Select-o-matic to a pros- 
pect, office manager of a hospital. The 
latter showed little interest until the 
dealer showed a payroll application 
he had learned at our clinic. “This 
clinched the deal. 

The dealer writes, “I feel that the 
two davs training I had at the Denver 
Sales Clinic is responsible for this sale. 
It taught me the value of using appli- 
cations in demonstrating the ma- 
chine.” 


ness. 


And we are still receiving apprecia- 
tion letters from dealers at a rate of 
two to three a week although the 
final clinics were held in May. 

The End 
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point on the Braniff system. 


Call any Braniff office or write: 
Convention Bureau, Braniff 
International Airways, Love Field, 
Dallas, Texas 


2 


ple pnaluomal 


AIRWAYS 


CHOOSE THE MAGNIFICENT 


Mount Widbon 


HOTEL 


at Bretton Woods, New Hampshire 


@ 600-capacity Grand Ballroom and 10 other meeting rooms 


Sightseeing-cog railway to 
and other scenic trips 


summit of Mt. Washington 


Experienced, attentive convention staf 


Conventions welcomed May 15 to July 1 and during 


September and October 
early July and late Augus 


Smaller groups accepted during 


If you are contemplating a city meeting we invite you to The Drake of 


Philadelphia with its new, magnificent ballroom and meetings facilities. 


Write to Oscar Johnson, Vice-Pre 
WARNER 


also 


ROBERT F 


dent, or to 
588 Fifth Avenue 16, N. Vi 


Washington 


. 
Inc JUdson 6-55 


in Boston nd Chicago 


Famous 


for its “turn of the century 
service” convention commit- 
tees find The DENNIS staff 
conscientious specialists in 
executing the minutest de- 
tails of their requisites. 


we offer 

-- 10 modern’ meeting 
rooms for 10 to 350 persons 
. « « Atlantic City’s most con- 
venient ocean front location. 
3 minutes from Convention 
Hall. 5 minutes from the rail- 
way station 

. - 500 immaculate, beauti- 
fully appointed guest rooms, 
many with ocean view. Singles 


from $8; doubles from $11 


For additional information write 
John E. Leishman, Director of Sales 


a 


Ciel WINNS 
Boardwalk at Michigan Avenue 


ATLANTIC CITY 


THE WM. BAKER TRADE SHOW MANAGE 
MENT ORGANIZATION INVITES NEW CON- 
TACTS, COAST-TOCOAST. WE PROMOTE 
AND MANAGE TRADE SHOWS AND EXPO- 
SITIONS OF EVERY KIND, IN BOTH AUDI 
TORIUM AND HOTEL LOCATIONS, ANY- 
WHERE IN THE U.S. A) OUR COMPLETE 
SERVICE INCLUDES ORGANIZING, FINAN- 
CING, SPACE SALES, PUBLICITY. AND ALL 
MANAGEMENT DETAILS. IF YOU HAVE 
A TRADE SHOW PROBLEM OR IDEA THAT 
REQUIRES DEVELOPMENT AND PROMOTION 
WE WOULD LIKE TO HEAR FROM YOU. 


MAKE YOUR NEXT 


CONVENTION 
PAY ITS 
OWN WAY 


— By Staging A Trade 
Show At The Same Time! 
We Will Handle Every De- 
tail For You 
---onA 


Percentage Basis! 


Wm. Baker & Associates 
Trade Show Management 


e Street Omaha. Nebraska 


COLORFUL DISPLAYS for State of Illinois were Prefabs. 


inflexible Exhibit Budget 


State of Illinois had just $30,000 to spend for displays at 


fair to cover two years’ exhibiting. Displays required for 15 


departments and no budget was available to contingencies. 


State of Illinois had a display prob- 
lem unmatched in industry. Not only 
did it have to plan for displays to 
cover a two-year period, it had to 
create an absolute budget. Every cost 
pertinent to exhibiting had to be ex- 
act. Once the budget was set, not a 
cent additional could be made avail- 
able for anything. 

Exhibits were to be used in Illinois 
State Fair in 1954 and 1955. Basic 
exhibits were to be the same for both 
years but budget had to include cost 
of copy and art changes —an un- 
known quantity because changes in 
facts and figures could not be pre- 
dicted. 

Bids were sought from display 
builders for this project which had 
a $30,000 budget set by the state. 
Budget included 15 departmental dis- 
plays to cover an area of approxi- 
mately 300 lineal feet. In accepting 
the job, the disptay builder had to 
figure on costs of erection, disman- 
tling, minor changes in copy, photog: 
raphy and other material to bring the 
exhibits up to date next year. 

Capex Co., Inc., producers of 
“Prefab” displays, was awarded the 
contract. Capex “Prefabs” are corru- 


gated cardboard framework. For this 
contract, wood and steel-shell tubing 
were added to basic designs. 


15 Units 


Each of the 15 display units had to 
be designed individually to prevent a 
monotonous sameness to fair visits. 
Each department would own its own 
Prefab that could be used for other 
exhibit purposes without calling for 
a special session of the State Finance 
Committee for an appropriation to 
ship or install a display. Because of 
the easy erection of a Prefab and its 
light construction, additional budgets 
after original costs were not neces- 
sary. 

A hook-on method of construction 
was used by Capex in anticipation of 
copy panel and photo changes next 
year. ‘These changes can be made 
without returning complete displays 
trom storage at the fairgrounds. 

Several displays extended above the 
normal eight-foot regulation height 
because a 30-foot ceiling allowed for 
extra build-up along the wall. Gay 
colors of each display added to 
variety. The End 
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for Conventions and Trade Shows (e} 


in Canada... ( p. 
'\ TOA" 
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the quick and easy way — TO AND ACROSS ALL CANADA 


Take advantage of this convenient, dependable service. 
TCA schedules fast and frequent flights every day coast 
to coast across Canada, connects with U.S. airlines at 
New York, Chicago, Detroit (Windsor), Cleveland, Boston, 
Seattle, Tampa. It’s less than a day from any large U.S. city 
to any major Canadian centre. 


SPECIAL FARE REDUCTIONS AVAILABLE FOR GROUP TRAVEL 


SEE YOUR TRAVEL AGENT or contact TCA Offices in: Boston, 
Chicago, Cleveland, Detroit, los Angeles, New York, 
Sault Ste. Marie, Seattle, Tampa-St. Petersburg. 


! 
EDMONTON = MUSKOKA AREA “a 
JASPER O LAURENTIANS 


VANCOUVER BANFFO / CALGARY WINNIPEG TORONTO. MONTREAL 


VICTORIA * LETHBRIDGE TRA NS- Secon 
SEATTLE CA NA DA NEW YORK 


@ CLEVELAND 
HICA 
Serving Canada coast fo coast...important A IR ae 


U.S. cities... Britain and Europe... 


Mexico, Bermuda, Nassau and the Caribbean LINES ONE OF THE WORLD'S GREAT AIRLINES 


Put PLEASURE on your program 


Choose GALVES 0 


™~ 


J@ HALIFAX 


© ATLANTIC CITY 


Your delegates will love the tropical atmos- 
phere of Galveston, Texas, a sparkling island 
in the Gulf of Mexico. Air conditioned re- 
sort hotels on the beach, luxurious private 
swimming pool, abundant fishing, golf courses 
and tennis courts and 32 miles of beach for © 
swimming and sunning. 

In addition to hotel meeting rooms, the fabu- 
lous Pleasure Pier has 36,000 sq. feet of 
exhibit space and an air conditioned dance 
room, ideal for meetings, banquets and dances. 


AFFILIATED NATIONAL HOTELS 


z i” j 
ALABAMA TEXAS 2 Cy, f 
HOTEL ADMIRAL SEMMES Mobile HOTEL STEPHEN fF, AUSTIN Austin ~ oe . ; BUCCANEER HOTEL 
HOTEL THOMAS JEFFERSON  Birmingh: 4 . ; : 
ss DISTRICT OF COLUMBIA E Y Wey w2 ‘ yr GALVEZ HOTEL 
HOTEL WASHINGTON Washington KER les 4 v 
t 1 ; . 
INDIANA Hi CORTEZ f 4 JEAN LAFITTE HOTEL 
HOTEL CLAYPOOL Indianapolis J a 
T tz veston i j 
LOUISIANA TEL Sea teh , ; =% s+ oAlfiliated: « y «CORONADO COURT HOTEL 
JUNG HOTEL New Orie ns CORONADO COURTS veston — y > . 
HOTLL DESOTO New Orlec ss  MIRAMA . : 
NEBRASKA 
HOTEL PAXTON Omeho 
NEW MEXICO 
HOTEL CLOVIS Clovis 


VIRGIN 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE Mountein t 


HOTEL WADE HAMPTON Columbic HOTEL MONTICELLO Norfolk 3 FF 
reeeoweus “@ AFFILIATED NATIONAL HOTELS 


NEW YORK—Murray Hill 66990 WASHINGTON- Executive 3648! 
CHICAGO—Mohowk 45100 MEXICO CITY—10.4800 


Television or radios in guest rooms 


COMPLETE CONVENTION FACILITIES COMBINED WITH RESORT PLEASURES. 
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OUTSIDE AND INSIDE VIEW of an exhibit medium 


New Dimension to Display—It Floats 


River barge plys Hudson to bring story of better highways 


to New York State communities. 


Riverama designed for 


New York Trap Rock Corp. as public relations tool. Exhibits 
have world's fair flavor and pack in big audiences en route. 


Riverama, a floating exhibit cre- 
ated for New York Trap Rock 
Corp., brings the story of modern 
highways to communities along New 
York’s Hudson River. A combina- 
tion of New York World’s Fair ex- 
hibit technique and Mississippi show- 
boat scheduling, makes Riverama 
unique. 

Riverama, basically, is a flat stone- 
carrying barge, 110 feet long and 30 
feet wide, one of many used by New 


40 


York Trap Rock to haul rock from 
quarries to the company’s plant. The 
barge was rebuilt at the company’s 
Newburgh, N. Y., plant to house the 
elaborate exhibit, designed and built 
by Ivel Construction Corp., Corona, 
N. Y. 

Ivel designed the housing atop the 
barge. Housing and superstructure 
were built in Trap Rock’s own ship- 
yard and the barge was then towed 
to Queens, near Ivel’s plant. Interior 


displays were shop fabricated and 
then assembled inside the barge’s ex- 
hibit hall. 

Since its press preview in May, 
Riverama has been hauled up and 
down the Hudson River with a five- 
day showing at New York City’s 
Battery, in August. Other ports of 
call include Flushing Bay, Queens 
and Long Island Sound communities. 
Riverama will continue to ply the 
Hudson. 

New York Trap Rock Corp., 
which serves metropolitan New York 
area with crushed stoné, principal 
material in roads and highways, had 
Riverama designed to let the public 
know how important good highways 
are to community progress, and how 
expensive it is to the public not to 
build new, modern roads. 

Riverama is towed to a dock, gang- 


SM/OCTOBER |, 1954 


Worried about your next sales meeting? 


We know how you feel. 


Everybody passes the buck to you and some- 
times it’s more than a man should be asked to 
bear. 

But here’s one problem you can gracefully — 
and wisely—escape. It’s the old headache 
about what liquor to order and how much will 
be needed. 


That’s where the nearest Hiram Walker Dis- 


trict Office can come to your rescue. Call the 
top man in that office and unload your trou- 
bles on him. He knows the ropes, knows the 
local hotel managers and maitre de’s, knows 
from experience what kinds of liquor will be 
required and how much. 


You'll find him in the local telephone direc- 
tory. His counsel is yours for the asking. And 
he can make your job a whole lot easier. 
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PEORIA, ILLINOIS 


GRAPHIC FACTS 


are dramatic facts 


And you can moke graphs 
yourself quickly, easily 
and save the cost of the 
Kit with your first chart 
without ever touching a pen! 


Translating information into chart form is 

the best way to sell your story quickly and 

dramatically and NOW--with Chart-Pak— 

everything you need is printed on rolls of 

You roll on dotted lines, bars, figures, 

You can't make a costly error—it can 

taken up as quickly as it is put down 

The average charting time is minutes—the 

st—far less than other methods. And you 
your secretary can do it 


-_ A complete kit with twenty-eight 
i= 300” rolls of many patterns and 
Ms colors is only $34.50 


othd Ehatctotidateenemesbvebibeeoeses 
CHART-PAK, INC. 
100 Lincoln Ave. * Stamford, Conn. * Dept. 963 


Send me a Grorhic Kit at $34.50. Check enclosed 
Send full information on the Chart-Pak Method 


react MARY 
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TIE sales effort 
together with 


Athletic teams . . . or 
SALES TEAMS . . . score 
on collective effort! 
Worn by EVERYONE at 
your campaign kick-off, 
with your trademark, 
product, or slogan col- 
orfully reproduced, Ad- 
ver-TIES will unify your 
sales team! 


Decorated with a specific cam- 
paign motif, or with your slo- 
gan or product, for repeat 
wear, this HAND MADE neck- 
wear... will fire up your sales 
meetings! Designed for you... 
dignified or flamboyant 
Buy Adver-TIES in any quantity 
. . one unit or a million! 
K Write TODAY for details. Furnish 
od ples and e d quontity. 


AMERICAN 
NECKWEAR MFG. CO. 


pepr. SM 
320 S. FRANKLIN ST. 
CHICAGO 6, ILLINOIS 


Gack mage 


plank is let down, and displays are 
open to the public, attracted by the 
bright, yellow “boat” and colorful 
pennants. ‘Trap Rock employes are 
on hand to explain displays and acti- 
vate some of the operating exhibits. 
One exhibit includes small-scale 
models to tell the production story of 
crushed stone. It depicts operations 
to remove rocks from a mountain, 
truck it, crush, screen, wash and mix 
it, and then load it onto barges for 
movement down the river. 


Recorded Greeting 


Upon entering the exhibit, visitors 
are greeted by a recorded message to 
set the tone of the educational ex- 
hibits. The exhibit in view where the 
recording is heard is a 22-foot illumi- 
nated historic and scenic map of the 
Hudson River. Second exhibit to 
be seen is a 12-foot geological map, 
complete with rock specimens of the 
Hudson Valley. Visitors may push a 
button to see a section of the river 
rise up and show the rock formation 
of its bed. 

From a portrayal of the formation 
of the world and its effect on our 
present rock strata and_ geological 
formations to illustrations of uses of 
crushed stone in highway, airport, 
bridge, tunnel, building and home 
construction, many fascinating devel- 
opments are depicted on Riverama. 
One display tells the history of Amer- 
ican roads, with corresponding trans- 
portation, from corduroy roads of 
colonial vintage to our smooth, banked 
highways of today. A section of a 
corduroy road traveled by George 
Washington and his troops has par- 
ticular audience appeal. 

Large photographs of actual rock 
processing equipment are contrasted 
with small operating models. Large 
blow-ups show scenes at various times 

trom horse-and-buggy days to pres- 
ent —of New York City’s famous 
streets. 

Center exhibit is a 150-square-foot 
diorama, a complete model of a mod- 
ern community with all transporta- 
tion facilities. A miniature train sys- 
tem, airport, arterial highway, streets 
and harbor are portrayed. Miniature 
cars, tiucks and buses speed along 
the highway. Aim of the diorama is 
to demonstrate the contributions of 
an efficient transportation system to 
filling the complex needs of modern 
community life. 

A major story told by displays in 
the Riverama is the vital problem of 
America’s highway system. Emphasis 
is put on our highways’ overcrowded 


DIORAMA in center of Riverama display is 
animated scale model to show uses of rock. 


(Highways designed tor 
20 million vehicles today carry over 
50 million.) One display points out 
that there were more new cars built 
in 1953 than there were new high- 
ways built to accommodate them— 
ven if the cars were parked bumper 
to bumper. 

Visitors are stopped by these fig- 
ures: It is estimated that poor roads 
cost the motorist more than $200 a 
year extra for higher insurance 
rates, increased tire, gas and oil costs, 
larger repair bills, in addition to cost 
of expensive stops and starts, and 
time lost in trafic jams. 

In addition to an educational pres- 
entation of highway growth, the 
part played by crushed rock in high- 
way construction and _— geological 
structure of metropolitan New York, 
Trap Rock expects its Riverama to 
dramatize the savings to the public 
of better highway systems. 


conditions. 


Observation Deck 


Over the exhibit area of Riverama 
is an observation deck, topped by gay 
striped canvass. Visitors may go up 
to this deck to relax on the rail-lined 
benches or watch harbor activity 
from this vantage point. Aft of the 
exhibit area are quarters tor crew 
and employes. 

Trap Rock distributes literature to 
visitors as they leave and maintains 
a guest book which they may sign. 
A picture post card in color is dis- 
tributed. It has a photograph of 
Riverama on it with the green hills 
of the Hudson Valley behind. A desk 
is provided at the exit for visitors to 
write messages on the post cards. 

Over 50,000 people visited the 
floating exhibit before it arrived in 
New York City. The End 
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Converition eu 


“Host to the Nation” and to many thousand convention 
delegates each year, the Affiliated National Hotels have the 
“Know-how” and the facilities to make your meeting click. Your 
choice of 18 prominent cities, experienced convention staff 
in each. Address Convention Dept., Affiliated National 
Hotels, P. O. Box 59, Galveston, Texas, or call Galveston 5-8536 


New Orleans 
JUNG HOTEL 


San Antonio, Tex. 


MENGER HOTEL 


Norfolk, Va 
MONTICELLO HOTEL 


Birmingham, Al 


a 
THOMAS JEFFERSON HOTEL 


W ashinegton, D. C. 
WASHINGTON HOTEL 


Indianapolis, Ind 
CLAYPOOL HOTEL 


Omaha, Neb 
PAXTON HOTEL 


a. 


San Angel 


Dallas, Tex. 
BAKER HOTEL 


Columbia, S$. C. 
WADE HAMPTON HOTEL 


Tex 
CACTUS HOTEL 


Laredo, Tex. 
PLAZA HOTEL 


Beaumont, Tex. 
EDSON HOTEL 


Austin, Tex : 
STEPHEN F. AUSTIN HOTEL 


wa) 


Brownwood, Tex 


BROWNWOOD HOTEL 


El Paso, Tex. 


Mobile, Ala. 
CORTEZ HOTEL ADMIRAL SEMMES HOTEL 


Galveston, Tex. 
GALVEZ HOTEL 
BUCCANEER HOTEL 


Lubbock, Tex 
LUBBOCK HOTEL 


New Orleans—DeSoto Hotel Clovis, N. M.—Clovis Hotel Dallas, Tex.—Travis Hotel 
Marlin, Tex.—Falls Hotel Galveston, Tex.—Jean Lafitte Hotel, Coronade Court 
Hotel, Miramar Courts San Antonio, Tex.—Angeles Courts 


Mountain Lake, Va.—Mountain Lake Hotel 


AFFILIATED NATIONAL HOTELS 


SALES OFFICES 


Other Affiliated 
National Hotels 


New York—Murray Hill 66990 
Chicago—Mohawk 45100 


Washington—Executive 36481 
Mexico City—10-48-00 


eae 


Yyou are looking for an exotic background, luxury 
facilities and an environment distinctly different .. . 


one that will insure: the immediate success of the occasion . . . whether 
it is for a particular group, a meeting or a convention . . . then select 
the British Colonial, here in Nassau, loveliest island in the Bahamas. 
The New World’s most fascinating “Old World” town, colorful streets, 
flower-decked houses, ancient forts and native markets that will add to 
the enchantment of the business holiday for your entire group. 


RECREATIONAL FACILITIES: 
Go_F—Guest privileges at Bahamas 
Country Club, 18 hole course. SwIm- 
MING—large outdoor pool on grounds 
and surf bathing from private beach on 
hotel grounds. RIDING, DEEP SEA FISH- 
ING, WATER SKIING (instructor), SAIL- 
BOATING. DANCING (nightly). 


LIQUOR FACILITIES: Complete. 


CONVENTION SEASON: Groups can 
be handled to January 15 and after 
March 15 to September Ist. 


CAPACITY: Sleeping accommodations 
for 400. 


UNITED STATES REPRESENTATIVES 
ROBERT F. WARNER, INC. 

NEW YORK—588 Fifth Ave —JUdson 6-5500 
BOSTON—73 Tremont St.—LAfayette 3-4497 
CHICAGO—77 W. Washington St —RAndolph 6-0625 
WASHINGTON—I t Building—R ul 


MEETING & BANQUET ROOMS: 
Several rooms of varying sizes avail- 
able for private meetings, luncheons - 
and dinners, taking care of up to 400. 


British Colontal Hotel 


Reginald G. Nefzger, General Manager 


7-264; 


NASSAU, BAHAMAS 


HOW TO REACH: By air, British Over- 
seas Airways (B.O.A.C.) direct from New 
York to Nassau. OR by plane or train to 
Miami and Pan American World 
Airways or B.O.A.C, to Nassau; 
by ship, New York to Nassau, 
weekly service S.S. Nassau, or 
S.S. Nuevo Dominicano, Miami 
to Nassau, and Cruise Ships 
from New York to Nassau — 
Cunard and Furness Lines. etc. 
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GIANT REPLICA of Lewyt's new vacuum cleaner is shown resting 
on a huge plaster of paris hand. Dramatics like this pay off. 


ALEX M. LEWYT, president, explains features 
of new model with fondness of a proud 
father. His sincerity made heavy impact on 
company personnel and distributor principals. 
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NEW DISPLAY for dealer stores is unveiled by professional actress. 
Professional show producer staged the meeting for Lewyt's distributors. 


New Way to Figure Costs 


It's not total budget, but cost to impress each member of 


the sales force that counts. If meeting expenses are spread 


over enough people, cost for each impression is compara- 
tively small—$100,000 may mean $4 for each retail man. 


Big gun, sales promotion meetings 
cost peanuts in terms of results. 
Budget figures might startle you, but 
stacked against cost per impression, 
meeting investments are a drop in 
the bucket. 

Lewyt Corp. just spent $100,000 
for its annual convention to intro- 
duce its 1955 vacuum cleaner. Cost 
for meeting production alone was 
$65,000 to present the new model 
and its promotional material to sales- 
men, distributor principals and their 
salesmen, Based on its overall cost, 
the meeting for salesmen and dis- 
tributor personnel was $182 a man. 

However, that’s not the whole 
story. Same material that went into 
the elaborate convention for distribu- 
tors was adapted for dealer meetings. 
Thus, spreading that $100,000 over 


10,000 dealers — and forgetting the 
distributor convention—you arrive at 
a cost of only $10 a dealer for his 
meeting. And that doesn’t include 
cost per impression on dealers’ sales 
personnel who attend dealer meet- 
ings. Thus it might be estimated at 
about $4 a man or less to stimulate 
salesmen who make actual contact 
with the consumer. 

What did Lewyt put into its meet- 
ing program? First it called in Carle 
Robbins, professiona! show producer 
and director, to physically stage the 
convention for 550 company salesmen 
and distributor personnel. Robbins 
designed props, developed skits and 
directed the cast, including three pro- 
fessional actress-models. 

Props for the convention in New 
York City’s Barbazon Plaza theater 
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SUMMATION before large "feature" 
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SENSATIONAL 


posters is made by Walter J. Dail 


y, vice-president. Posters 


were made in quantity to be used at dealer meetings. Background prop converts into many settings. 


were numerous and varied. Features 
of the new cleaner “with big rubber 
wheels” were reproduced on giant 
cards. These full-color posters were 
42” by 48” and illustrated points 
covered by advertising and promo- 
tional material about to be released. 
Full-page newspaper advertisements 
were blown up to 10 feet high, and 
two 24-sheet posters were mounted 
on muslin and displayed on _ side 
walls. 

“Feature” posters were reproduced 
in quantity so that they could be 
made available for dealer conclaves. 
A one-minute TV commercial in col- 
or was another item that was made 
available for local meetings along 
with colored slides of a two-page 
advertising spread. 

Major set for the meeting was de- 
signed so that feature posters rolled 
up and down in window-shade fash- 
ion—activated from the back. An- 
other set depicted a newsstand dis- 
playing the magazines that will carry 
Lewyt’s advertising during October, 
November and December. In all 
Lewyt will spend $2 million to ad- 
vertise its new product in this three- 
month period — largest expenditure 
ever made to advertise a single appli- 
ance over this short span. 

Showmanship of a high order was 
woven into Lewyt’s meeting. As an 
orchestra played a musical arrange- 
ment of “The Caissons Go Rolling 
Along” a quartet sang special lyrics 
extolling the new sales features of the 
vacuum cleaner. 

First session of the one-day meet- 
ing for distributors and company 
salesmen was open to wives and the 
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ADVERTISING IMPACT is explained by D 


« 


onald B. Smith, advertising manager. Actress 


plays housewife role; shows reaction to radio spot announcement about new cleaner. 


press. Alex M. Lewyt, president, 
introduced the big-wheeled cleaner 
and discussed its salable advantages. 
At the close of the morning session 
he drew back the curtain on a giant 
replica of the cleaner resting on a 
huge plaster of paris hand, flooded 
with colored lights. The replica was 


approximately five feet tall and 
weighed 150 pounds. 

Window display material prepared 
for this Fall’s promotion was intro- 
duced in a typical store-window set- 
ting. Instead of glass, transparent 
plastic strips—invisible to the au- 
dience—held window posters. 


your memphis host... 


convention 
has a host of new7 features! 


There's a new look at Memphis’ most modern 
hotel, and we're poised to serve you on your 
coming convention needs. New 100% air condi- 
tioning; a beautiful new lobby; new ground floor 
exterior and entrances; the lovely new Empire 
Room which joins the Balinese Room with sound- 
proof modernfold doors (capacity 1,000) plus 
many other features fully described in our beau- 
tiful new convention brochure. Write for it now! 


100% AIR CONDITIONED 


(fami 


MEMPHIS MOST MODERN HOTEL 


SCOTT J. STEWART, Managing Director 


n.d i. ie 
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For Successful Meetings You can't beat the © 


POCONO MOUNTAINS 


Skyline Inn—on the crest of the Poconos—has all the important things you want in 
resort meeting site ... and many little extras in service that mean so much. 


And at prices so moderate you'll be amazed! 


Superb Food ° 


Circle 6-8080 


Easy-to-Get-to ° Delightful informality 
For a delightfully different meeting, try Skyline. 


OUDSBURG. 


a 


a NEW YORK CITY 
STA 


hy, 


PHILADELPHIA 
90 MILES 


THE SKYLINE INN 


Mount Pocono, Penna. 
Phore 3661 


John C, Wriston, Manager @ 
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N. Y. OFFICE 


PHILA. OFFICE 
Telephone 2 


Telephone 
PEnnypacker 5-0608 


Perr 
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= “Sl ANY 


Sagaaments 


= Conventions : 
=> Sates ‘= eo _, 
Meetincs = 2s 
Trave Snows f 
Expositions : 
Our services and facilities will surprise you . . 
SACRAMENTO 
CONVENTION BUREAU 


Sacramento 14, California 


. Contact 


Gilbert 2-2978 


Net an insignificant part of the 
meeting’s expense was devoted to pure 
entertainment of distributors, com- 
pany salesmen, wives and _ press. 
Lewyt took over Copacabana for an 
evening, and wined and dined its 
guests in high style at this night spot. 
Copa’s complete floor show was aug- 
mented by the “Topper,” male quar- 
tet who earlier at the meeting sang 
Lewyt’s new theme song. 

In addition to three girls, profes- 
sional talent at the meeting proper 
included Sid Stone, pitchman of TV 
fame, who convulsed his audience 
with swift chatter and a laugh-a-sec- 
ond routine. Company personnel, in 
addition to President Lewyt, pre- 
sented the merchandising, selling and 
advertising plans. 

Distributor personnel at the con- 
vention, first national meeting for 
Lewyt since 1950, witnessed the 
presentation that they would adapt 
to their dealer meetings, with the help 
of visuals aids which duplicated mate- 
rial at the national parley. 

Returning to a dollar and cents 
appraisal of the meeting, you find 
that Lewyt invested one-twentieth as 
much as its consumer advertising ex- 
penses to sell its product to distribu- 
tors and dealers. And this cost did 
not transportation or hotel 
bills of distributors—they paid their 
own—who attended the national con- 
vention nor did it cover costs of meet- 
ing dealer meetings. Dis- 
tributors cover the latter. The End 


include 


sites for 


Dates & Places 
For Sales Confabs 


Regional conference, clinics 
and rallies under the sponsorship of 


the National Sales Executives. 


sales 


OCTOBER 


5-8 New York, Sales Clinic 

13-15 Roanoke, Sales Clinic 

18-20 Toronto, Manpower Clinic 

18-20 Vancouver, B. C., Sales Clinic 

19 Manchester, Sales Rally 

25 Spokane, Sales Clinic 

25-27 

27 Wilkes-Barre/Scranton, 
lations Clinic 


Montreal, Manpower Clinic 
Re- 


Human 


NOVEMBER 


| Portland, Ore., Sales Clinic 
9-11 Akron, Sales Clinic 


23 Rochester, Conference/Rally 
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1200 guest rooms: 12 excellent meeting 
rooms, each with public address system; 
huge Tulane Room accommodates up to 2,000 
persons, features massive service elevator 
and stage; completely air conditioned, 
television and radios, dinner room 
with name orchestras, beautiful cocktail 
lounges, experienced convention staff. 
Color brochure on request 


The South’s Largest and Finest 
Convention Hotel 


AFFILIATED NATIONAL HOTELS 
ALABAMA 


TEXAS 
HOTEL ADMIRAL SEMMES HOTEL STEPHEN F. AUSTIN eon fustin 
HOTEL THOMAS JEFFERSON Bi — — 
TRICT OF COLUMBIA HoT! 
HOTEL WASHINGTON Washington De 


INDIANA 


col 
HOTEL AYP . i i Golveston 
cL OOL Indianapolis GALVEZ pe tees 
LOUISIANA v 
JUNG HOTEL New Orleans Ourt ‘a 
HOTEL v 
a * e CHECK THE ——— redo 


NEBRASKA 


HOTEL PAXTON Omoha ; 
NEW MEXICO 4 
HOTEL CLOVIS Clovis ANGELES COURTS Son Antonio 
VIRGINIA 
SOUTH CAROLINA HOTEL MOUNTAIN LAKE Mountain Loke 
» | HOTEL WADE HAMPTON Columbia HOTEL MONTICELLO Norfolk 
‘ TELEPHONE 
NEW YORK—Murray Hill 66990 WASHINGTON—Executive 36481 


CHICAGO—Mohawk 45100 MEXICO CITY—10-4800 


HOTEL New Orleans 


0 ftity ffilouf ppl 


aN" Re 


Loe 


* Ale fontaines. # Olympic Size Pool 
sound-equippe 
meeting rooms for ® 4 tennis courts 
25 to 1200 
* World-famous food, — Ss * : - al : <— 
American plan rate ;. : ve His’ show ¥. ’ * Country Club 
* Ample exhibit space — . : ’ ; tas Ay pas. * Magnificent shops 
® Entertainment (, gi Oa8 -. o aa , * Cocktail lounges 
program for ws ms : i ie ; 
tie adie rs : ; : iniies * Movie Theatre 
* 800 ft. of ocean Pilaen. ig 2 ae 4 * 3 card rooms 
beach ; r j ; “i 


* 18 hole golf course 


*® Dancing nightly 


Gu «=6— Your convention enjoys a “world of — at your constant service. And when it SORE PEM eRED 
its own" on this magnificent, all- comes to facilities, just ask the dele- 
inclusive resort estate, where a wonder- gate who's been here: 15 atres of un- 
fully cordial and efficient staff, skilledinthe = matched attractions and accommodations. 
art of catering to the nation’s top groups, is The perfect location for work and relaxation! 
SUGGESTION: IT'S NOT TOO EARLY TO WRITE US NOW FOR CHCICE DATES FOR THE 1955-56 SEASON. 


Flolywood Peach’ Ilotel 


HOLLYWOOD-BY-THE-SEA IN FLORIDA 
& John W. Tyler, General Manager @ N. Y. Office: 400 Madison Ave., Phone MU 8-6667 
: Chicago Office: 505 N. Michigan Avenue, Phone Superior 7-1563 
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TOP EXECUTIVES put on skit for branch managers and salesmen in Cleveland. After 
session they fly to Chicago to put on same program next day for another sales group. 


THREE SETS OF TRAILERS were leap-frogged across country to be on hand for meetings. 
This allowed salesmen to see actual models in Trailmobile’s new "CID" sales program. 


Leap-Frog Executives 
Cut Time on Road 


Two teams of executives fly a day apart across country to 
stage regional meetings. One team conducts first-day ses- 
sions and flies to next meeting while second team arrives 
next day for final sessions. System saves time and money. 


48 


Trailmobile Inc., one of the coun- 
trys largest manufacturers of com- 
mercial truck-trailers, has developed 
a pattern for its coast-to-coast sales 
meetings that has proved to be the 
answer to many problems of getting 
top management messages to the field, 
directly and effectively. 

Located centrally geographically, 
Trailmobile’s main plant and general 
offices are in Cincinnati, which is a 
natural focal point from which its 
factory branches and distributor cities 
to the four points of the compass can 
be reached. 

Trailmobile’s 45 factory branches 
in the U. S. are grouped into 10 sales 
divisions, while a limited number of 
independent distributors provide addi- 
tional outlets. 

Once a year, the entire field or- 
ganization is brought into Cincinnati, 
usually in January, for the annual 
branch managers’ meeting and the 
selection of the company’s top sales- 
men for membership in ‘Trailblazer 
Club,” made up of men whose sales 
records for the previous year have 
been outstanding. 


Must Meet 


While this is the only opportunity 
each year for the entire Trailmobile 
organization to get together in one 
place, there are other occasions, dur- 
ing the year, when company manage- 
ment finds it necessary to meet its sev- 
eral hundred branch managers and 
salesmen face to face to present im- 
portant messages. 

To do this, William A. Burns, 
president, and his associates have de- 
veloped a technique that involves an 
intensive program of identical meet- 
ings in key sales division points, to- 
which top management executives are 
flown from Cincinnati, in company 
planes, day after day, for a week or 
longer. 


An Example 


One of the best examples of the 
application of this technique was the 
recent introduction of the company’s 
new “CID” (Customer Individual- 
ized Design) program, under which 
purchasers of Trailmobile trailers 
design their own units by selecting 
various parts from groups of inter- 
changeable components. 

A week was set aside for disclosing 
the CID program, which involves a 
revolutionary new concept of trailer 
construction, to the field sales force 
and to the public. 

Five widely-separated cities were 
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8 IDEAS play a vital part in creating success- 
ful exhibits... like this outstanding Proctor & 
Schwartz exhibit at the 1954 Textile Show. 


You want to put the best in fresh, exciting, 


thought-stimulating ideas into your display 


work .. . and we would welcome the chance to 


present our ideas to you. 


GARDNER DISPLAYS 


PITTSBURGH * NEW YORK 


CHICAGO * DETROIT 


SM/OCTOBER 


selected as sites for a series of group carrying President Burns; Harry ver, Kansas City, Mo., as well 
meetings of division and branch man- Eyler, vice-president for sales; James Oklahoma City, 
agers and salesmen, all of the meet- J. Black, vice-president for engineer- , 
ings to be held within a period of ing; and Finis Haskins, manager, 
six days, with two days to be devoted sales management division. ss 5 
to each meeting. At Oklahoma City, a few hours Come With Visuals 

later, they found their audience as- 

Executives Take Off sembled for them in a large tent _ Armed with charts, graphs, draw- 
which had been erected on a lot neat ings, broadsides and sample compo- 
the company’s factory branch there. nent parts, the Cincinnati executive 

Early one Monday morning, the In the audience were the managers group presented the new CID pro- 
ompany’s largest plane, an_ eight- of Trailmobile factory branches in eram at a session that lasted all 
place Lockheed Lodestar, took off Dallas, Houston, San Antonio, Mem- afternoon. A skit. in which these 

Lunken Airport, Cincinnati, phis, Omaha, Springfield, Mo., Den- executives took parts of typical par- 

ticipants in a sale of a CID trailer, 
formed a lighter touch that enlivened 
the program. 

Outside the tent were several new 
trailers, constructed with CID inter- 
changeable component parts, and, at 
a mid-afternoon recess, these were 
inspected and examined carefully by 
branch managers and salesmen. Tents 
were used for the first day meetings 
so that the new trailers could be 
more easily inspected during the meet- 
ings. ‘The trailers had been hauled 
overland from Cincinnati for the 
meeting. 


as 
and company sales- 
men attached to those branches. 


Hold your next meeting at the President Opens Session 


luxurious new EMERALD BEACH HOTEL in 


sunny NASSAU, and watch the interest soar. NASSAU Is In the opening talk, President 
different, and so is the EMERALD BEACH. 300 luxurious rooms Burns explained the thinking behind 
the new CID program and its gen- 
eral objectives. Harry Evler discussed 
individual room temperature control, combination tub and sales features and merchandising pos- 


with every modern convenience. Air conditioning with 


shower. The EMERALD BEACH is right on the oceanfront. sibilities, and James J. Black demon- 
strated engineering angles of the new 
program. FE. J. (Bert) Clements, 
private beach, and there's a large salt water pool, too manager of Trailmobile’s southwest 
: ; sales division, Dallas, presided. 

m lete A complete BEACH CLUB is convenient to both. a dbagencennt 
After a dinner that evening at a 
A private pier for water sports, or boarding chartered downtown hotel, President Burns de- 


Its 1,600 feet of magnificent white sand is Nassau’s largest 


boats, is at your door. For group activities the EMERALD BEACH livered an inspirational address on the 
b d philosophy behind the new program 
PTs ¢ 4 j é SUP = e J . og ope. 

change offers a superb DINING ROOM and SUPPER CLUB and on its possibilities as a sales tool. 
restaurant—all air conditioned. Golf and Tennis Step by step, he traced the prelimi- 
+ . ary work, over a two-year period, 
are less than two blocks away at The Bahamas Country Club. nary work, over a two-year period 

involved in the program. 

For complete information about what the EMERALD 


of pace! BEACH HOTEL Offers your group, and an outline of 


the complete services at your 


Leave for Next City 


disposal call or write today. That concluded the task of the 
OPEN AL YEAR executive group that had arrived that 

morning from Cincinnati, and early 

the following morning the Trailmo- 

bile Lockheed Lodestar was waiting 


TINT rrr | to take them to Charlotte, N. C. 
| ‘i ie Yin Cc L ral Id Beac ea : | where a similar meeting had been set 


up for them for Tuesday afternoon. 


H O But, the Oklahoma City meeting 
ee was only half over. Late Monday 

afternoon, a second multi-place plane 

NASSAU, THE BAHAMAS from Cincinnati had landed at Okla- 


eal ~~ oan ae a homa City airport, bringing another 


President 
WILLIAM P. WOLFE ORGANIZATION, Representatives ives f 
New York, Boston, Chicago, Cleveland, Philadelphia group of executives from the home 


and Toronto. office. 
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In this second group were Joseph 
O. Young, vice-president for branch 
operations; William R. Hummel, 
chief engineer; R. P. Kramer, man- 
ager of sales training; and Harry 
Burdick, sales engineer. 

On Tuesday morning, while the 
first group was speeding toward 
Charlotte, this second group of ex- 
ecutives conducted an all-morning 
“workshop” session on the CID pro- 
gram in an assembly room in the 
hotel. 

Using a Vu-graph to project pho- 
tographs, drawings, graphs and _ fig- 
ures onto a screen; Young, Hummel, 
Kramer and Burdick gave branch 
managers and salesmen plenty of sell- 
ing ammunition with which to pre- 
sent the CID program to customers 
and prospects. 


Written Quiz 


Toward the end of the morning 
session, a written quiz on fundamen- 
tal facts in the CID program was 
given, based on data presented by 
home office executives, and both 
branch managers and salesmen _par- 
ticipated. 

3y late afternoon, second day’s 
program had been concluded and the 
Cincinnati group took off in their 
plane for Charlotte, where they 
would be repeating their program on 
Wednesday morning. 

And so the caravan of planes and 
flying executives continued their tour 
throughout the week, flying from 
Charlotte to Philadelphia, then to 
Cleveland and thence to Chicago, 
where the tour ended on Saturday. 

Later, in Cincinnati, two addi- 
tional meetings on the CID program 
were held, one for office people, and 
one for plant supervisory personnel. 

In this way, top management ex- 
ecutives had been enabled to meet all 
of the company’s field force, face to 
face, at a minimum cost of time lost 
by the field sales force, and at mini- 
mum expense for transportation or 
hotels. 

Only three sets of trailers built 
with CID interchangeable parts had 
been required to supply the five key 
points at which meetings were held, 
as the trailers used at Oklahoma City 
were in Chicago in time for the meet- 
ing there, and the trailers used at 
Charlotte were hauled to Cleveland 
for the meeting there, two days later. 

At the close of the tour, one of the 
executives who had been in the party 
said: 

“The CID program is a huge suc- 
cess. It all started with the pace set 
by executives of the general office, 
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and that pace did not diminish a bit 
when the program was taken to the 
field organization. Division man- 
agers, branch managers and salesmen 
understood the concept, bought the 
concept and then did the big job- 
namely, selling the concept in its ap- 
plied form to customers. Reactions in 
terms of orders have been extremely 
gratifying, even though this is tradi- 
tionally the full aftermath of the 
summer slump in the trailer business. 

“The program is big, the planning 


orders and prospects for the future 
are similarly big. The company plans 
high and moves at a fast pace, and 
that sort of action is infectious. Ex- 
ecutives on the ‘around-the-country 
tour’ expended amazing physical and 
psychological energy in putting the 
program over with a punch and with 
the speed which they did. That same 
kind of energy serves as an inspiration 
to the field organization which carries 
on in the manner in which the pro- 
gram is introduced to them.” 


, the execution is big and the 


Here’s how a huge Display job was placed competi- 
tively—on merit. The State of Illinois had a specific 
budget for the task of dramatically telling a million 
iaxpaying State Fair visitors what 15 State Depart- 
ments were doing. The primary concern was to get 
the most exhibit interest for the money. And on that 
basis, the job went to CAPEX Prefabs. 


With CAPEX Prefab construction, most of the 
budget went into visible Display features—not into 
unseen framework, heavy crates, or extra shipping, 
handling and installation costs. The State of Illinois 
bought mostly interest and impact—not lumber and 
labor. 


CAPEX highlighted the exhibits with bold-spirited 
design, and added an eye-catching exposition flavor 
throughout with their new “Continental” theme in 
gay colors. (You'll soon see “Continental” features 
among the wide selection of basic CAPEX designs). 


Put your next Display order on this “competitive” 
basis: first, original cost—then, how much se/ling 
atmosphere you get for your money. Figure in the 
ease of handling—the cut in shipping and labor 
costs and set-up, knock-down time at shows—and 
you'll know why more than 1000 leading firms nave 
ordered and reordered CAPEX Prefabs. A look 
around at any major show will prove that you'll be 
in good company with a CAPEX! 


* Send for pictures of the fair displays— 


= and for Idea-Starting display 
unit portfolio (letterhead, please) 
Capex 
ene 
- exhibits 615 SOUTH BOULEVARD 
EVANSTON, ILLINOIS 


CAPEX COMPANY, INC. 


The End 


MEETING PROBLEM SOLVER 


Use Your Competitor's Story As Sales Tool 


Do you have the same problem posed by a reader? Do you 


know how to handle competitive information to best advan- 


tage at your sales meetings? There are several ways to put 


competition's product story to work for your own salesmen. 


By RICHARD BECKHARD © Consulting Editor 


‘Sales meetings ought to help in mak- 
ing our men more familiar with our com- 
petitor’s products,” writes a sales man- 
ager. “Today's salesman must have an 
intimate knowledge of the competitor's 
products to sell effectively against him. 
We are not satisfied that we at the home 
ofice are using our sales meetings as 
effectively as we might to help our field 
men outsell competition. Do you have 
any suggestions?” 


Sales meetings can help you to 
deal with competition. Your meeting 
can put your competitor’s product 
to work for you. Let’s take a look at 
where your salespeople stand in re- 
lation to the competitor’s product. 

Your salesman should be able to 
use the competition story as a sales 
tool. To do this he needs to have: 

|. Facts about competition’s prod- 
ucts. 


2. Some practice in 
petition’s products. 

3. Some practice in selling com- 
petition’s products. 

To present this subject it is valu- 
able to give your men some kind of 
practice or exercise in using and sell- 
ing your competitor's products. 

Every sales manager has grappled 
with the problem of how to present 
this competition story at a meeting. 
Here are some examples of how other 
companies have successfully used com- 
petitors’ products to help field men. 

1. Demonstration of competitive 
product being sold: One distilling 
company has developed a series of 
skits in which a home-office person 
plays a salesman from the competing 
company and sells the competition’s 
products. Men are selected from the 
audience to play the parts of ‘‘cus- 
tomers” and are instructed to be 
“hard to sell.”” The rest of the audi- 


using com- 


Got a problem .. . a real honey? 


Every successful business has enough brains and talent 


to solve its problems. How to put this talent and brain 


power to work is the big puzzle. Most often, good meeting 


techniques present the most effective methods to put 


your company’s brain power to work. 


If you have a knotty problem and would like some help 


to solve it through better meetings, write to Richard 


Beckhard, consulting editor. He’s one of the nation’s top 


authorities on productive meeting procedure. 


ence watches the demonstration and 
then discusses how to meet the sales 
arguments of the competitor in selling 
their own products. 

Men who have attended these 
meetings report they get a great deal 
of new practical information on deal- 
ing with the competitor’s story. 

2. Point-by-point comparison with 
competition: A company that manu- 
factures fire extinguishers worked up 
a series of color slides on its own and 
all its competitors’ products. It had 
pictures of each product separately 
and both products together. A nar- 
rator gave a_ point-by-point com- 
parison of competition and home 
products, without editorializing as to 
which was better. Each salesman was 
given a check sheet on which various 
points of comparison — nozzles, ca- 
pacity, type of stream, etc. — were 
listed across the top, and products 
were listed in the left-hand column. 
As a competitive product was de- 
scribed, each salesman rated the 
product in each column. Then the 
counterpart product of the home com- 
pany was described and this was rated 
the same way. At the end of the 
demonstration, the men reported their 
ratings and discussed them. They 
were then told to keep the check 
sheets for back home use. What hap- 
pened here was that each person had 
developed a more or less systematic 
analysis of sales points about his own 
and competitors’ products. Difference 
in payoff between this and a straight 
presentation of the same information 
was that the men had practiced and 
participated in developing a_ sales 
story, which meant that they had 
really analyzed it themselves in terms 
of their own practical application 
back home. 

3. Exercise on selling against com- 
petition: One company has a device 
for training new salesmen. At a sales 
conference new men are asked to 
make a sale to a “customer”. The 
customer is an outsider, who is 
brought in to think up all the argu- 
ments against buying. After the sales- 
man has given his story, one of the 
home office men or the district man- 
ager “calls on” the same customer 
and tries to sell him the competitive 
product. He does a skillful and _ per- 
suasive job, using every argument he 
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Here's where Successful Conventions Begin! 


Make American your 


TRAVEL HEADQUARTERS 
when Planning 


a Convention! 


No need to waste time and energy planning transportation 
for your convention. American’s experts will be glad to take 
this problem completely off your shoulders. 

American offers fare savings -- low-cost Flagship tours — and 
special stopover and alternate route privileges for those who 
want to visit friends on the way. 

For details, see your nearest American Airlines ticket office 
or write to F. W. MacBarron, Convention Sales Manager, 


American Airlines, Inc., 100 Park Ave., New York 17, N. Y. 


Sneneas Leading Avie AMERICAN AIRLINES 
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“Meeting called 


to order”’ 
aboard the Santa Fe 


Your meeting can start the minute you depart. 


You have the room and facilities en route to 
your sales meeting or convention via Santa Fe to 
have business and social gatherings on the train. 


Let us plan your next trip and show you how 
these travel features can add to the success of 
your sales meetings or conventions. 


* You can arrange for a special car or an 
entire special train. 


* You have the opportunity to make 
special meal plans en route. Fred Harvey 
service. 


* Stopovers at points en route for busi- 
ness or pleasure. 

%* Generous baggage allowance. 

* Opportunities for local publicity and 


promotion along the route to your 
meetings. 


R.T. ANDERSON 
General Passenger Traffic Manager 
Santa Fe Lines, Chicago 


can think of to prove the home prod- 
uct less good and the competitive 
product the better one. The ‘“‘cus- 
tomer” is instructed to make up his 
own mind which product he will buy 
after the two presentations. Each 
salesman is asked to write on a piece 
of paper which he would have bought 
if he were the customer, and why. 
Quite frequently both the customer 
and the salesman buy the competitor’s 
product, based on the sales presenta- 
tion that has been made. Through 
this device, the salesman who sold the 
company’s product and the men who 
watched him have learned a good 
deal about competition and have 
actually practiced dealing with it. 


Variation 


A variation of this technique that 
can be used particularly in sales train- 
ing meetings, is to have the group 
divide into two small groups. One 
group is to sell the company product 
and the other group is to sell the 
competitive product. Each group 
coaches its representative on his sales 
presentation and then sends him to 
“make the call.” This technique not 
only gets some friendly rivalry and 
activity into the meeting, but it guar- 
antees full participation. 

These three illustrations represent 
a few ways by which this subject can 
be handled at a sales meeting. ‘There 
are many variations and many other 
ways to handle the material. How- 
ever, in all three cases, the following 
things happened: 


What Happened 


1. Primary objective of manage- 
ment was to give men a practical 
application of the competitor’s story. 

2. Information about competition 
was supplemented by a how-to-use- 
this-information approach. 

3. Men actually participated in 
the discussion or demonstration rather 
than being told or shown about it. 

4. There was some discussion or 
action relative to back-home applica- 
tion of material. 

What did the men actually get out 
of the meeting? A well-planned meet- 
ing should have given them: 

1. Adequate facts about competi- 
tion’s products. 

2. New knowledge and _ skill in 
using competition’s story as a sales 
tool. 

3. New understanding of what 
competition sells and how to meet its 
story to sell the company products. 

The End 


SM/OCTOBER !, 1954 


SANTA BARBARA, CALIFORNIA- for Your Next Conference or Convention 


SANTA BARBARA | MAR 


Jy VIL Convention Bureau MONTE HOTEL 
AAA ITES YOU 


Really combine business and pleasure—meet 
HOTEL RESORT in beautiful Santa Barbara, the Fiesta city. 


Free from hustle and bustle, with superb 
climate—yet only 100 short freeway miles from ‘ 
\ metropolitan Southern California. Beside the Blue Pacific 


From luxury resorts to Large or small groups find hospitality 
j excellent downtown they'll long remember at the Mar Monte 
21 Garden Acres : 


CoE TARE oe in romantic Santa Barbara. 
= motels, you can fit 
by-the-Sea sy Jr : your needs. No charge 
w% for conference or audi- Complete facilities for 
torium facilities. convention or confer- 
~ $ ence. Even a beachside 
Accommodations for conventions any | ‘e aa. Whether your meeting hall for meetings. 
size to 300 guests—or sales meetings all is for 30 or 3,000—you'll 
—with 5 private dining or session enjoy the charm of Enjoy Continental cuisine 
rooms. Cocktail lounge, dining room, a 1 Santa Barbara in the Riviera room. 


Cocktails on the Conti- 
and modern garage. European and’ Amer- nental Terrace. Dancing 
six nights a week. 


You can be as active here as you 
wish, or relax as you please. 


Miramar's private sandy beach will a ie ican plans available. 
delight you. Heated swimming pool, | Literature upon mene. tag, Fel — 
also tennis, shuffle board, croquet. request. inquiries invited. You'll 
= - be warmly welcomed by 
Just 90 miles from Los Angeles, in For Details, write: our staff 

ito. ial CONVENTION 
suburban Montecito. Special group einen a tiiieiiiall 
rates on request. European plan. Your . Chautar of o UUs 
inquiries will receive the personal La Commerce Owner-Manager 


interest of — P. O. Box 299 


William P. Gawzner, Manager 


nor ye Pye | tS MONTE HOTEL 
MIRAMAR AMPLE oF 


koa SANTA BARBARA SANTA BARBARA 


ea ™ GOLDEN GATE ‘ARcest Horet-moret 
‘ APARTMENT-COTTAGE-VILLA 
cana ow oS PROJECT IN THE WORLD! 
pec, PS = Pa ® COVERING 28 ACRES FROM OCEAN TO BAY 
cmeeace a ‘ae ; A TROPICAL PARADISE IN NORTH MIAMI BEACH 
THESE FEATURES a ae QUIET, SECLUDED, YET CONVENIENT TO 
peoapeinesige . = = * Samson CHURCHES, SCHOOLS, THEATRES, 
LU =i mm , 
Bet Cenene Cot = te RACE TRACKS, NIGHT LIFE 
YACHT CLUB * BOAT DOCKS . . 
THREE SWIMMING POOLS "OWN DOOR 
CHILDREN’S SUPERVISED PLAY- ee ee eal Select Clientele 
GROUNDS * TENNIS COURTS ge Revue, - —. OPEN 
TWO COCKTAIL LOUNGES * CAFETERIA — YEAR ROUND 
DINING ROOMS * SOLARIUM * MASSAGE Bo eg meter 
STEAM ROOMS © RADIO EVERY ROOM A SS Ss uprton eigene 
TELEVISION® WATER SKIING* ALL OTHER WATER SPORTS : 
TUNNEL UNDER COLLINS AVENUE * SHOPPING CENTER 
COVERED GARAGE * FREE PARKING, 800 CARS “age 
MEDICAL CENTER * SMART SHOPS © DEEP SEA FISHING BOATS % 
PLANNED ENTERTAINMENT *DANCING*® GAME ROOMS “Ses 
100% AIR CONDITIONED THROUGHOUT THE YEAR ; a% *:% 
CONVENTION HALL SEATING 500 PERSONS * BANQUET ROOMS Avene rae 
- 


wa raed 
, ~ 


JOHN M. DUFF, JR., GEN. MGR. 19400 COLLINS AVENUE, MIAMI BEACH 41, FLORIDA 
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NEW BUILDING, major announcement at Seagram meeting, serves as theme. President 


Victor A. Fischel (left) unveils model. George E. Moseley, v-p in charge of advertising 


and sales promotion, and Saul C. Rockoff (right), national sales promotion manager, 


check alignment of images from 3-D filmstrip to be projected on huge Vitrama screen. 


New Building Is a Potent Theme 


Seagram sets announcement of new building as meeting 


theme and ties in novel sales incentive program for distribu- 


tors. Major packaging development gives conclave double 


importance, spurs departure from usual sales meeting. 


Seagram-Distillers Co., an old hand 
at big sales meetings, started back in 
November to put together a meeting 
program built 
developments 


around two major 
both with profound 
implications for the company’s sales 
objectives. 

This seventh annual meeting for 
the company was limited to Seagram 
executives and Seagram distributor 
principals. Over 600 people attended 
the four-day conference during the 
week of July 11 at Waldorf-Astoria 
Hotel, New York City. 

With the theme “Builders of His- 
tory—Architects of the Future,” Sea- 
gram’s conclave made the first public 
announcement of the company’s plans 
to construct a 34-story national head- 
quarters building on New York 
City’s Park Avenue. The structure is 
scheduled for completion in 1957 and 
will house all executive operations of 
Seagram companies. 

Second major development to an- 


56 


nounce at the meeting was the new 
package — Seagram golden servers — 
for Seagram’s V. O. and Seagram’s 
7 Crown whiskey. These servers are 
metal filigree containers about four- 
inches high into which the whiskey 
bottle is placed to make it a de-luxe 
gift-giving item. 

In addition to providing for the 
presentation of these two major de- 
velopments, the program included a 
presentation of the company’s adver- 
tising, merchandising and sales pro- 
motion programs for the second half 
ot 1954. 

Eecause of the large group to 
handle with attendant requirements 
for housing in air-conditioned rooms, 
transportation, banquets and meals 
and innumerable problems matched 
by the magnitude of the meeting pro- 
gram, plans were laid long in ad- 
vance. Responsibility for details was 
delegated among most of the com- 
pany’s top executive echelon. 


Meeting plans were under the di- 
rection of company President Victor 
A. Fischel, who acted as chairman 
of the headquarters committee which 
included Herbert W. Evenson, execu- 
tive vice-president ; George E. Mos- 
ley, vice-president in charge of adver- 
tising and sales promotion; and 
Harry N. Bulow, director of public 
relations. This group, together with 
field vice-presidents constituted the 
backbone for all plans for the meet- 
ing. 

Evenson was in charge of all physi- 
cal aspects of the meeting, including 
transportation, housing, meeting 
rooms, banquets, and other entertain- 
ment. Mosley was in charge of the 
presentation of the company’s adver- 
tising and sales promotion and the an- 
nouncement of the company’s new 
gift packege. Harry N. Bulow was 
responsible for the scheduling of the 
meeting consummating in the an- 
nouncement of the company’s new 
office building. 

To achieve the most effective pres- 
entation of the two major announce- 
ments, and to win maximum support 
and enthusiasm for its sales objec- 
tives, the program represented a 
marked departure from Seagram’s 
usual sales meeting program. Inher- 
ent drama in the company’s building 
plans and the glamour of the new 
Seagram package dictated a program 
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THE NEW 


“ALL-PURPOSE” DISPLAY SETTING 


BY GIBRALTAR 


can save you hundreds of dollags Ose es oe 


It’s dramatic ... it’s durable... 


it’s precision-built of silken 
surfaced corrugated board in 
beautiful paste! blue... it’s 
“all-purpose” ! There are 
hundreds of ways to adapt 
this basic display to your 
individual needs. 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


8101 Tonnelle Ave., North Bergen, New Jersey 


L LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. 


SM/OCTOBER |, 1954 


For Trade and Hotel 
Shows ... Sales 
Meetings .. . Interior 
Floor Displays... 
Special Product 
Promotions... 
Window Backgrounds 
. . - Campaign Drives 


ONLY 


$3,500 


Stands 7’4” high, including 
canopy; adjustable in width 
from 134” to 6’8”. Sets up 
easily. Weight, including packing 
case, only 33 pounds. Quantity 
prices on request. 


To show and sell any product, 
any idea, any service... just 
fill out the coupon... 


f----- 


GIBRALTAR CORRUGATED PAPER CO., INC. 
Merchandising Display Division Dept. SM-10 
8101-25 Tonnelle Ave., North Bergen, N. J. 

[) Enclosed find check in amount of $_ vs 
for__...... Gibraltar “All. Purpose” Dis- 
play Settings at $35.00 each. (We ship by 
Railway Express unless otherwise specified.) 
F.O.B. North Bergen, N. J. 

[) Send me the Gibraltar “All-Purpose” Display 
Setting brochure. 
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NOW IN ATLANTIC CITY Sines" “os "ome 


¥ The meeting started Sunday night, 
Convention Center of the World Juiy 11, and was scheduled for four 
nights and four days. First evening 
was devoted to a cocktail party and 
general respite for attendants to visit 
with each other. Arrangement s were 


COMPLETE 
oso You can now get the same dependable and 


@ RENTALS imaginative assistance in Atlantic City that you made for late evening recreation, in- 
have enjoyed in other cities. STRAUSS has cluding cards, sightseeing, radio and 

@ BOOTH d off i. an ' cluding cards, g, Vz ‘ 

EQUIPMENT openec omices anc snops to serve every ex- I'V shows, and other amusements. 
hibit and decorating need . . . from a simple First day’s progr: ek dewated 
m FURNITURE :. irst day’s program was devote: 
aiiins backwall to a complete exposition . . . from exclusively to the announcement of 
a rental of an exhibit to booth furniture. Seagram House, and to a presentation 
@ INSTALLATION ny time you plan to meet or exhibit, call on of its meaning for the company as 
@ DISMANTLING TRAUSS. well as its distributors. An integral 
@ TRAVELING Atlantic City Office © 2308 Fairmount Ave. © Phone 4-0477 part of this pega was the al 
UNITS nouncement of an unusual sales in- 


TMS HSHHNG BK OPUS IMP, eS et 


receive permanent recognition in the 
i Main Office & Factory © 3524 Third Ave. © N. Y. 56 © LUdlow 8-7700 form of a plaque or a portrait hung 


Branch Office © 480 Lexington Ave. © N, Y. 17 © Eldorado 5-7674 in Seagram House for their contribu- 


tion toward building the new Sea- 


gram national headquarters by meet- 

th AS »feThe Ideal Place for Meetings, ing specified sales aoaiia ; 
Split-second timing featured the 
ap a Conferences and Forums first day’s program. At 10:00 am 
sharp, the curtains parted before the 
3 Hours from New York large audience assembled in the 
Grand Ballroom of Waldorf-Astoria. 
Only prop visible on stage was a five- 
foot plastic globe spinning on its axis 
while a voice offstage — ‘Voice of 
Seagram’’—greeted the audience and 


High in the scenic Poconos in a restful atmosphere. Only three hours 
from New York by car or train (on Lackawanna Main Line). 
Accommodations for 400 persons under one roof. Additional 
rooms nearby. Auditorium seating 1000. Plenty of small committee 
rooms, reference library, spacious lob- : 


x Ly VIP WTP > 200 i< > .e2. 
bies and porches, heated garage, trans- \\ : , reviewed the accomplishments of Sea 


portation from station. Exceptional s gram’s and its distributors during the 
facilities for seasonal sports. a - ae past 21 years. 
Uv . . . e 
Space generally available until mid- \S . Following this, a half-hour color 
June. Reservations are now being recorded documentary film specially prepared 
for 1954, 1955 and 1956 for the meeting—“Name and Fame 
» particulars write Clifieed 2. Gillam. of Seagram’’—was shown. Featuring 
General Manager highlights of the company’s history 
and of the industry, the film was 
enthusiastically received by members 
of the audience, many of whom had 
participated in the historic events 
shown. 
The stage was now set for the 
major announcement of the day. H. 
Paul Warwick, president, Warwick 
& Legler, advertising agency for Sea- 
gram’s 7 Crown and Seagram insti- 
tutional advertising, addressed the au- 
dience on the meaning of “building” 
in the progress of civilization. Fol- 
lowing this talk, Charles Luckman of 
the architectural firm, Pereira & 
wat. Luckman, and architectural consult- 
ant to Seagram in the planning of 


YOU ASKED FOR IT— Soe we're building it Seagram Houre. took over the pro- 


gram. 

on the ocean in Fort Lauderdale, Florida ' are : 
He explained the thinking behind 

The finest, most modern ments of the largest or buildings generally and specially out- 
convention hotel — espe- lined many of the features of Sea- 
cially designed to satisfv gram House, and the functional as 

the most exacting require- Write for details. well as the esthetic points of the exte- 

rior and interior. At the conclusion 


LAS OLAS INN of his talk, he called upon Victor 
OPEN EARLY 1955 Fischel, who signaled the stage hands 


to remove a large piece of velvet drap- 


smallest meeting groups. 


SM/OCTOBER |, 1954 


ery which had covered a_ten-foot 
model of Seagram House, said to be 
the largest replica model of a building 
ever made before construction. This 
was the first public unveiling of the 
future Park Avenue landmark. 

Following luncheon the entire 
meeting re-assembled in the Grand 
Ballroom where President Fischel 
again held the center of the stage 
with a talk on the company’s sales 
achievements and prospects. He out- 
lined in great detail the meaning and 
value of Seagram House to the dis- 
tributors and presented to them the 
unusual sales incentive program in- 
volving the building. Under this pro- 
gram each distributor who made his 
quota during the next 12-month peri- 
od would be given the right to place 
a real brick upon the Seagram build- 
ing and to have his name permanently 
inscribed in the Distributor Hall 
planned for the building. 

After unveiling the symbolic brick, 
President Fischel unveiled a large 
portrait which will be similar to those 
that will be hung in Seagram House 
to honor distributors who have 
achieved their sales quotas. 

Each divisional vice-president step- 
ped up on the stage and actually 
received a part of the model building 
which had been constructed in five 
different sections for this purpose. 

The first day’s meeting concluded 
with the unveiling of two displays, 
running the length of the ballroom, 
and on which were hung photographs 
of all Seagram distributors. 

Second day of the meeting was a 
“free day.” In addition to providing 
out-of-town distributors with an op- 
portunity to enjoy the sights of New 
York, the open day made it possible 
to erect the huge screen required fo 
the presentation of the Seagram serv- 
ers and the company’s advertising and 
sales promotion programs through the 
medium of Vitarama. 

The meeting marked the first time 
that full-color, three-dimensional 
Vitarama had been used in a sales 
meeting. This phase of the meeting 
was under the direction of George 
Mosley. Set-up of the Vitarama 
screen and projectors was under the 
technical direction of Leslie Roush, 
Roush Studios, Mineola, Long 
Island. Polaroid spectacles were pro- 
vided for the three-dimensional view- 
ing of Vitarama showings. 

First half of the third day’s pro- 
gram was devoted to the presentation 
of Seagram’s advertising program and 
merchandising policies for Seagram’s 
V.O., 7 Crown and Ancient Bottle 
Gin. Reproductions of the company’s 
new advertising were shown on the 
extra-wide Vitarama screen. 
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Presentation of the Seagram golden 
servers was reserved for the second 
half of the meeting following lunch. 

Fourth day was devoted to con- 
current distributor-management meet- 
ings of various Seagram divisions. 

All costs for the meeting were 
borne by Seagram’s. Most props for 
the meeting were prepared by Gard- 


ner Displays, Pittsburgh. These in- 
cluded the large lucite globe of the 
world, the model of Seagram House, 
two imitation store front-window 
units, two large picture gallery units 
and facsimiles of bricks. 

Following the New York meeting, 
a showing was held in Chicago and 
two on the West Coast. The End 


w HAVANA » SEA — 


VIA 


% FLORIDA 


Highlight your Cuba meeting with a delightful overnight cruise on the 
500-passenger American Flag S/S Florida—sailing Tuesday and Friday 
from Miami throughout the fall months. This romantic foreign voyage 
also makes a wonderful extension to Miami-Miami Beach conventions. 
Round trip includes 4 meals in air-conditioned dining salon, all outside 
staterooms, dancing and entertainment . . . $44 up plus taxes. 


For descriptive folders and full information, write: 


STEAMSHIP CO. 


ar S 
a 18A0T wame 


THE PENINSULAR & OCCIDENTAL STEAMSHIP CO. 
P. O. Box 1349, Miami 8, Fic 


HULL 
HOTELS 
e 


Hollywood, 
California’s 
LARGEST 
FINEST 


& 
HOTEL ive’ 


* SWIMMING POOL 
* POOLSIDE VILLAS 
* “ISLANDER” 

* CINEGRILL 

* GARDEN GRILL 


Airportransit Terminal 
Airlines Center 


HOLLYWoop ROOSEVELT norte: 


HULL HOTELS 


EXECUTIVE 


OFFICES: 


7000 HOLLYWOOD BOULEVARD, HOLLYWOOD 28, CALIFORNIA 


THOS. E. HULL, President 


Telephone HOllywood 9-2442 


SACRAMENTO 
CALIFORNIA 


L. B. NELSON, General Mgr. 
Teletype LA 547 


CONFERENCE IS STARTED and so are arguments on who's to blame NO MAN COMES IN ALONE. Each man at a conference is accom- 
for shipping delays and lost sales. Conference leader knows... panied by personal pressures and problems that mold his attitudes. 


Is Poor Leadership Killing Your Meetings ? 


Many conferences are time-wasting failures because lead- “About 1107."" He'd be exaggerat- 

é , . k f ing, of course, but pardonably; since 
ership has never been trained in the science and art of guid- meetings are, next to death and taxes, 
a ey : the surest feature of modern  busi- 
ing conclaves. General Electric's training program is now ness. 

A salesman who gives the same 
answer would be hitting even closer 
to the truth. For him, meetings are 
the staff of his working life. There 
are meetings at sales conventions... 

BY JOHN VON ARNOLD meetings for sales training . . . meet- 
Henry Strauss & Co., Inc. ings on product information 

meetings to exchange information 

with his fellow salesmen. Many of 

the calls he makes on his customers 

If you asked the average executive meetings of one kind or another he are, in effect, meetings where he must 
how much of his time he spends in would probably wince and reply: deal successfully with several differ- 


available for you to use to make your meetings productive. 


WORRIES ABOUT HIS HEALTH force production manager, right, t SOLUTION IS AT HAND but some members are unconvinced. This 


explode at innocent remark of sales manager. It delays meeting. is crucial time for conference leader—meeting could fall apart. 
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Southern Pacific films 
turn adversity into 
good publicity 


When the big 1952 snowstorm choked off 
Southern Pacific's trunk line through the Sierras, 
the company's photo supervisor covered the 
event with a Cine-Kodak Special Il Camera. 

The 16mm. movies he took, with added 
sound, became a morale-building employee- 
relations film. Because of its broad appeal, the 
public wanted in, too, and “Snow on the Run” is 
still playing to big audiences. 

Similarly, when an earthquake hit in Califor- 
nia, Southern Pacific's Cine-Kodak Special II 
was on the spot to record the destruction... and 
reconstruction. 

Perhaps you, too, can broaden your movie 
program with a Cine-Kodak Special Il for on- 
the-spot company-made movies. 


Novel use of slides sells 
oriental rugs by mail 


Colonel Charles W. Jacobsen sells fine oriental 
rugs throughout the western hemisphere—by 
mail. 

He answers inquiries by sending the prospect 
a stack of Kodachrome slides and an inexpen- 
sive hand viewer. The customer examines the 
slides, picks his rug, and returns the slides with a 
request to have the rug itself shipped to him. 

In 1953, out of thousands of rug shipments 
from the Colonel's Syracuse, N. Y., store on the 
basis of this Kodachrome selection, only three 
were returned without sales. And his sales have 
been climbing about 20% every year since he 
began using this graphic way of presenting 
merchandise. 

To take his pictures, Colonel Jacobsen uses 
@ Kodak Pony 135 Camera and Kodachrome 
Film. If you have a bulky selling problem that 
might be solved by color slides, just see your 
Kodak dealer for the solution or mail the coupon 
for more information. 
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How B. F. Goodrich punctures 


production costs by taking its 
foremen to the MOVIES 


To snip off production waste at its base, 
B. F. Goodrich conducts a work simplifi- 
cation course for its foremen. 

By watching movies of plant operations, 
they learn the principles of motion study. 
Using the knowledge they gain from these 
films, the foremen have been highly suc- 
cessful in eliminating lost time and waste 
motion in their own departments. 


Projectors Find Many Uses 


When B. F. Goodrich began these work- 
simplification courses, they purchased sev- 
eral Kodascope Pageant 16mm. Sound 
Projectors. They have fouhd them so use- 
ful they have also screened safety films, 
instructional movies On operating new 
equipment, and entertainment shows for 
the employees. 

Writes G. J. Kroupa, Jr., Manager of 
Industrial Engineering at the B. F. Good- 
rich plant in Miami, Oklahoma: ‘‘We have 


been very happy with this equipment, and 
it goes reeling along day after day—with- 
out maintenance or repairs. I’m sure your 
permanent lubrication has a lot to do with 
this unusual endurance record.” 


Many Models to Choose From 


Reliability isn’t all you get with a Pageant. 
With six models to choose from, you can 
have any combination of features, depend- 
ing on your needs. Extra-bright projection 
for hard-to-darken rooms... flexible or 
reinforced sound for large or odd-shaped 
rooms... easy portability when you need 
it...and yet Pageants are priced with 
the lowest-priced projectors in their class. 

You, too, may be able to deflate a prob- 
lem of cost, training, sales, or morale with 
a Kodascope Pageant 16mm. Sound Pro- 
jector. Ask your Kodak Audio-Visual 
Dealer for a free demonstration cr mail 
the coupon for full details. 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N.Y. 


Please send me the name of the nearest Kodak Audio-Visual Dealer and complete in- 
formation on equipment checked: |_] Kodascope Pageant 16mm. Sound Projectors 


(] Cine-Kodak Special Il Camera [_] Kodak Miniature Cameras 
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CITY. 


rl For Flexible Facilities 


ed 


IMMEDIATE INFORMATION AVAILABLE BY LOCAL TELEPHONE IN THESE CITIES: 


vy WASHINGTON 
BOSTON 
KANSAS CITY 
ST. LOUIS 
PITTSBURGH 
FORT WORTH 
SAN FRANCISCO YU 6-4621 


Make Yours a 


in midtown New York 


* 
Biltmore Meeting or Convention 


Offering 22 air-conditioned meeting rooms for groups of 10 to 1,000, the world- 
famous Biltmore is ready to tailor its facilities and service to the exact require- 
ments of your next convention, meeting or trade show. Six popular restaurants... a 
supremely central location . . . a wide range of distinctive, outside rooms and suites. 
Let us tell you today how our complete, well-trained staff can relieve you of many 
details, and work with you to assure a successful, smooth-running convention. 


Direct elevator from 


Grand Central Station 


Frank W, Regan 
President 


ent personalities at the same time. 
This being so, it’s highly impor- 
tant that all meetings and conferences 
to which a salesman’s life is heii 
should be as successful as possible. 
Yet the sad fact is that too many of 
them—like those in other branches of 
business and industry are costly, 
‘Too often they 
talk away precious hours with nega- 
tive results; 


time-wasting failures. 


confusion 
rather than understanding, discord 
instead of agreement. 


producing 


Educational and Training Services 
Div., General Electric Co., aware 
that this problem is nation-wide, has 
joined forces with Henry Strauss and 
Co., experts in the business of com- 
municating ideas, to produce a pro- 
gram aimed at making all types of 
meetings more effective. Basis of this 
program is a_ conclusion jointly 
reached after much research and prac- 
tical field experience that the failure 
of most conferences and meetings 
stems from a lack of tgained, experi- 
enced leadership. Meeting leadership 
is both a science and an art—yet the 
majority of people called on to do this 
important job have never been ex- 
posed to the basic techniques needed 
for success. 

To help correct this deficiency, 
G-E and Strauss have devised a 
three-unit training “package’—a 30 
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David J. Martin 
Vice-President 


Paul F. Chatelain, Promotion Manager 


Gre VRiltmore 


Madison Ave. at 43rd St., New York 17 
MUrray Hill 7-7000 - Teletype: NY1-3494 


minute film, “All I Need Is a Con- 
ference,” a training course manual 
on conference leadership closely inte- 
grated with the film, and a “do’s and 
don’ts”” primer on leading meetings. 
It is currently being used to train ex- 
ecutives and supervisors throughout 
G-E and is available for sale to any 
interested organization through 
Henry Strauss and Co., New York 
City. (Photos on page are stills from 
film. ) 

Philosophy ‘embodied in “All I 
Need Is a Conference” is one which 
anybody with sales experience will 
immediately recognize as fundamen- 
tal and valid. It can be summarized 
like this: 

One thing that holds true for all 
meetings is that to deal successfully 
with the subject of the meeting, the 
leader must understand and know 
how to deal with the people attend- 
ing it. On his ability to meet this 
challenge rests success or failure. 

By implication, “All I Need Is a 
Conference” points out that good 
leaders aren’t born. . . they’re made. 
It brings out a number of precepts 
the leader must learn and _ practice 
whether his meeting takes place in 
boardroom, classroom, office or con- 
vention hall. Simply stated, they read 
like this: 

1. Prepare in advance: Make sure 


you have all the information you are 
likely to need and that, if possible, 
participants are briefed on the sub- 
ject at hand. Take all necessary steps, 
too, to provide for their physical 
comfort. 

2. Clearly define business of meet- 
ing. 

3. Awaken the enthusiasm of the 
group. Help members realize the self- 
interest they have in making the 
meeting successful. 

4. Actas guide: Constantly re- 
member that your number one job is 
not to dictate to your group but to 
help them to think together. Work 
at drawing out each person present so 
that he makes the best contribution 
of which he is capable. 

5. Be aware that no man comes to 
a meeting alone: Each brings with 
him personal, financial, business and 
other problems that deeply affect his 
behavior in the meeting, his approach 
to material under discussion and 
even his a‘titude to you as leader. 

6. Never let yourself be thrown: 
When groups or individuals show 
disinterest, antagonism, shyness or in- 
ability to stick to the subject, keep 
patiently trying to turn these nega- 
tive tides into positive forces. 

7. Let the group carry the ball: 
But don’t be afraid to exercise firm- 
ness when needed. 
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8. Sum up effectively: Follow 
through as needed. 

Practicing what it preaches, “All 
I Need Is a Conference” gets these 
ideas across not so much by lecturing 
as by opening up avenues of discus- 
sion for the audience. Using a tight- 
ly-paced ‘dramatic style, the film in- 
troduces us to a group of immediately 
recognizable people wrestling with a 
production problem that threatened 
trouble for their business and for 
each of them. As Phil Hyatt, con- 
ference leader, puts it: “Some don’t 
like each other, some don’t like meet- 
ings, and some, you'd swear, don’t 
like anything.”” As the story pro- 
gresses—with flashbacks that give a 
hint as to why these people act as 
they do—we see the skills a leader 
to the safe 
understanding 


needs to guide a group 
ground of common 
and agreement. 

Subject matter and goals of this 
new program have direct bearing on 
the sales profession over and above 
the generally desirable aim of making 
the time we spend in meetings pay 
off. Specifically, the following appli- 
cations stand out: 

Training: July issue of SALES 
MEETINGS quoted from I/ndustrial 
Distribution to this effect: “Every 
distributor uses sales meetings of 
some kind. . . Significant fact, how- 


LITTLE ROCK! 


--- ideal sales 
meeting city 


Get the gang together in Little Rock 
and they'll go home pleased and 
happy .. . Excellent rail service 
in 10 directions—served direct by 
American Airlines, Braniff, Delta- 
C & S and Trans-Texas Airlines— 
a central location that saves time 


and miles. 


/ Check its Advantages 


Modern hotels 


Ample air conditioned 
rooms 


Air conditioned 
banquet rooms 


Air conditioned 
municipal auditorium 


San Francisco 


Excellent eating facilities 
Reasonable prices 
Numerous golf courses 
City of hospitality 
Historical sights 


ever, is that 74% stated they believe 
sales meetings rated No. 1 as the 
most effective training aid.”’ 

Well run sales meetings can be 
just that. Properly handled, the con- 
ference method of teaching produces 
more permanent results because it in- 
grains learning through participation 
and practice. It also permits the pool- 
ing of experience and ideas as does 
no other training method. 

Individual development: ‘For a 
salesman, chance to develop his per- 
sonality and power of creative think- 
ing is all-important. Well-led meet- 
ing—one in which all members are 
helped to make their maximum per- 
sonal contribution and are encouraged 
to think for themselves rather than 
accept pre-digested ideas—is an excel- 
lent stimulant for growth of these 
qualities. 

Good human relations: Ability to 
make and keep successful personal 
contacts springs from understanding 
people’s motives, appreciating why 
they act and react in certain ways, 
and learning how to cope with thei: 
Give and take of good 
meetings and opportunity they pro- 
vide for studying and dealing with 
others, either as leader or group mem- 
ber, provides valuable experience in 
this important salesmanship tool. 

Effective presentation of ideas: 


responses, 


M 
1000 MILES , 


Denver 


oo mites. .A 
§00 MILES rd 
Dallas 


\ 
\ 
\ 


Central location—good 
transportation 


\, Houston 
Ss 
~“ 


Ability to arouse interest in what 
you have to say are talents necessary 
to both successful meetings and to 
successful salesmanship. Participation 
in meetings, as leader or group mem- 
ber, makes for self-training in clarity 
of thought and expression, as well as 
the ability to convey conviction. 

Solving Problems: ‘The conference 
or meeting is one of the most effec 
tive problem-solving tools. It is the 
simplest way of focusing the light of 
combined know-how and. experience 
on whatever difficulty must be ironed 
out. More important still, it helps 
to guarantee that everyone concerned 
will accept the solution arrived at be 
cause everyone has had the chance to 
take a hand in shaping it. 

These applications of the meeting 
or conference technique to the sales 
field could be multiplied almost in 
definitely. Important point is that 
the meeting is a two-edged sword 
whose value depends on the hands 
that wield it. Ability to lead meet- 
ings successfully, to participate in 
them constructively, and to under- 
stand human factors that make both 
these accomplishments possible should 
be part of the equipment of anyone 
who devotes himself to professional 
selling. This program should prove 
a real contribution to this end. 

The End 
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New Orleans 


For more information, phone or write H. J. Burford 

SOUTHWEST HOTELS. 

FRanklin 5-8241—P. 0. Box 389, Little Rock, Arkansas 
Directing 4 Modern Hotels 


THE MARION 
THE LAFAYETTE 


Ine. 


THE GRADY MANNING 
¢ THE ALBERT PIKE 


SOUTHWEST'S LITTLE ROCK HOTELS FEATURE OVER 800 AIR- CONDITIONED 
ROOMS AND COMPLETELY AIR-CONDITIONED MEETING ROOMS AND PUBLIC SPACE. 
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IN THE MOTOR CITY 


ENJOY THE FRIENDLY 
ATMOSPHERE OF THE 


DETROIT - LELAND 
HOTEL 


800 OUTSIDE ROOMS 
WITH BATH AND FREE RADIO 


IN 


DOWNTOWN DETROIT 


12 ROOMS ACCOMMODATING 
UP TO 400 FOR MEETINGS 
EXHIBITS AND BANQUETS 
GRENADIER DINING ROOM 

AND LOUNGE BAR 
ALSO COFFEE SHOP 
AIR CONDITIONED 


Teletype DE 1620 
Phone WOodward 2-2300 
Wm. H. Chalmers, General Monager 


Sales Managers Acclaim! 


ST.PETERSBURG FLORIDA 


Delegates Agree!! 


Sales meeting executive conference 
convention big or small, you can rest 
assured that your. meeting at the Soreno will be 
an outstanding success. Our well-trained con- 
vention staff will work with your chairman on 
every detail 


Meeting rooms accommodating 10 

Superb cuisine—2 dining ftooms 

Beautiful ball room 

Cocktail lounge entertainment nightly 


For dates and further details wire 
or write Promotion Manager 


UNION BAG « oa 


PILOT LOBBY DISPLAY brought forth suggestions that more samples be shown of actual 
customers’ packs that use new product. This resulted in . 


MarEtAL Foe 
1 -BEIGHT Perecr mcuscong 


TRADE SHOW EXHIBIT at Industrial Packaging Show, incorporating suggestions. 


Test Your Show at Home 


You have a ready-made testing laboratory for your displays 
right in your own plant. Union Bag & Paper has discovered 
that lobby displays pre-test ideas to be incorporated into 
trade show exhibits. Is good for employe relations, too. 


BY CHARLES J. CORSO 
Displays & Exhibits Manager, Union Bag & Paper Corp. 
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Your home office lobby display can 
do an excellent job of promoting a 
greater knowledge of company prod- EW WOMEN’S BUILDING 
ucts among employes. Our own ex- N 
perience at Union Bag & Paper Corp. 
proves that this type of display is 
extremely useful as an educational 
tool. Equally important, it offers the 
exhibit manager a ready-made testing 
ground for the company’s more elabo- 
rate trade show displays. 

We first started to schedule lobby 
displays on a continuing basis in 1948. nv iA 
Rapid growth of our company , ae eta e 
prompted this decision. Union Bag = ae es 
manufactures and sells a widely di- 


versified product line to hundreds of 50,000 sQ. FT. OF NEW 


different industries, through seven 

separate sales divisions. In most in- AIR-CONDITIONED EXHIBIT SPACE 

ee = anayperne a gaat Always looking ahead to meet the future needs of America’s 

ee a fa bea hin on . ‘ , — expanding economy, the State Fair of Texas now offers one of 
lila sa pic age? ray ace neg the largest year-around air-conditioned structures in the nation 

different floors of our office building. f wate dh sth aii Villas euniiieie 

Sisal ‘gn aekdilih, climate: oxbiatenetie or your trade shows, conventions and sales meetings. 

be ESN 5 “es * In addition, six other exhibit buildings offer you more than 
rete n biti ores of +n st yy “4 300,000 sq. ft. of floor space. For demonstrations and enter- 

PROSE WSS AEPOOLEN, LS SCTE. GE tainment, the Fair has a 4,301-seat, air-conditioned Auditorium 

by displays, describing the company’s 


For Information Write s 
: with a huge stage. 
complete product line and overall op- JAMES H. STEWART, a 


: Executive Vice President For a successful meet in 1955, use the complete facilities of 
eration, seemed the logical medium. and General Manager, 


Satin, Tea, the State Fair of Texas. 


Semin STATE FAIR of TEXAS MIO 


Reaction of our employes to these 
displays was immediate and enthusi- 
astic. These three-dimensional visuals 
easily enabled them to understand the 
products and policies of the ‘other’ 
sales divisions. As we progressed, we 
found they also provided an excellent 
means of internally merchandising 
activities of our Sales Promotion one of the 
Dept. As a result, planning and pur- 
pose behind our advertising, direct sé RONEY PLAZA 
mail and publicity campaigns, now & 4 ba) E ST i mn MIAMI BEACH 
form the basis for some of our lobby 
displays. 


OR i DA’’ Most spacious, best 
As mentioned earlier, certain dis- F L 


equipped ocean front 


plays offer us one more advantage— hotel in MiamiBeach 
possibly the biggest from the display 


manager’s viewpoint. They act as 
pilot models for exhibits that we shall 
use later in our trade shows. 
Whenever we put a pilot display 
on exhibit we asked for criticism— 
first from the sales division concerned. 
Do we have the right approach? Are 
the products displayed to .best ad- 
vantage? Is the exhibit interesting? 
Is copy correct and forcefu! enough? MCALLISTER 
We next ask members of our own HOTEL 
Art Department for their criticisms MIAMI BOCA RATON 
of the display’s design rar layout. Sa ae eee ROTEL & CLUB * BOCA RATON 
f last, but by no means least, we . : : F ee wtteinn’ 
a bid bother a xe ie New convention aa Ne Bre ' par say 
our ofhce lobby. We carefully weigh hall accommodating hel “ae eg “ete ney 
their reactions as well as their com- 800. Completely Pr ne 
ments. Why? Because their reactions | air conditioned. 
are very real clues to the effectiveness 


for conventions. Air 
conditioned. 
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One always stands out... 


IN EXHISITS IT’S 


TO whan 


NEW YORK’'S LEADING 
DESIGNERS AND BUILDERS OF 
fox 2 She DISPLAYS AND EXHIBITS 
CORTORATION 


® WRITE FOR BOOKLET M 


96-20 43r.4 AVENUE @ CORONA 68, N. Y.C. @ ILLINOIS 7-2002 
BRANCH (FFICES: PITTSBURGH - CLEVELAND - SYRACUSE 


OUR 50"... 
ANNIVERSARY YEAR... 


will see the completion of a 
$4,000,000 modernization program. 
The Bellevue will continue to be— 
in the next half century as in the last 
—a hotel of world-wide distinction. 

“New in face—Old in grace” 
BENNETT E. TOUSLEY 


Vice-President and General Manager 


TILE Mevite- 
bralfer 


BROA) AND WALNUT STS., PIIILADELPHIIA 2, PA. 


y 


of the final road show exhibit, par- 
ticularly in providing the answer to 
this important question: Does it at- 
tract and interest them into investi- 
gating our sales message? 

If the answer is yes, it indicates 
that the design and layout of our 
final road show exhibit should draw 
prospects into our booth. Once there, 
pre-tested and proven visual presenta- 
ions should sell them on our prod- 
ucts. 


Compile Criticism 


Finally, we compile all constructive 
criticism we receive and act on it. 
We restyled and in some instances 
drastically changed pilot displays for 
presentation on the road. 

At the beginning of each vear we 
tentatively schedule eight new educa- 
tional lobby displays. This figures out 
to approximately one new display 
every six weeks. However, if any 
newsworthy development provides the 
basis tor a new display we immedi- 
ately revise our schedule. The award- 
ing of special honors to Unicn’s top 
executives and to one company sales 
division are two cases in point. Add 
the annual Christmas display plus an 
employe’s Photo Contest display and 
the displays total about twelve per 
year. 


Cost Divided 


Cost for all this? Well, first of all, 
we designed an economical versatile 
background that can be used effec- 
tively for all types of lobby displays. 
We had it built for $500 and divided 
this cost equally among our seven 
divisions. Actually, we have no sepa- 
rate budget as such for our lobby 
displays. What we do is take 10° 
of the total annual exhibits budget 
allotted for all sales divisions. This 
percentage is allocated for all lobby 
displays. In the case of an individual 
pilot display, cost is charged to the 
sales division being featured. In this 
way we don’t penalize each division’s 
budget for its scheduled road show 
exhibit. 

It has been my experience that 
this small investment for lobby dis- 
plays acts just like an insurance 
policy. It permits us to economically 
preview and pre-test our read shows 
right at home, through use of pilot 
models, to insure maximum effective- 
ness in the finished exhibit. 

To sum up, it is my belief that if 
you use pilot lobby displays you get 
more for your exhibit dollar. 


The End 
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toes —, 4 El Tovar Hotel g 
in the he 


d ' BA! on the brink of itt Ange! Lodge 
“Lan : ’ ' . 


the Canyon 's Rim 


for memorable 
meetings 
away from the 
distractions 
ailable for small meetings the year round— of a big city 


Sept. | to June 30. 
leas- 


Vv 
r meetings up to 280 aa : 
re ‘inte S Most enjoy 
US.A. k re. 216 > r - fas. 4 when ‘ yA 
* — ¥ ; h . All South fy; Spectacular thanyon : 
na : " ye « 1 ACilities ar mie 
Facilities. + 


Fishyaite to Manager D. L. yon i 
Phone: 3-551 Beate wi 
+ s Teletype: « Frontier 4 08d direct to 
e Santa Fe Rattontier & TWA Air Line hy ! | ie it in 
* Con » . 
n all ye 
S Highways ope 
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Phone: 
all year. Telenae 


! @} i 
G. Canyon er : 


LARGEST and MOST MODERN RESORT in the MIDDLE WEST 


. 
vO U Cb btees 


“fiz 
os 
Pil —-~ 


1500 FT. OF WHITE SANDY BEACH 


a " 3 BRAINERD, MINNESOTA 
| MAGNIFICENT MILLION DOLLAR RESORT 


Groups of 50 up to 400 Persons 
Welcomed in June, July, August, September 


Geared for super-smooth handling of conventions or sales meetings . . . Breezy Point Lodge 
DANCING IN OUR 


is ideally located in a superb Northern setting with big-city accommodations and services, 7 

BEAUTIFUL PAVILION including swimming, golf, tennis, softball, bowling, shuffleboard, dancing, entertainment and TRAP SHOOTING 
superlative food! Our lodge accommodates 400 guests comfortably, and consists of 70 ON OUR OWN RANGE 
rooms in the Mair Building and 65 cottages. We offer the convenience of sleeping an entire 
convention on the premises. 


Each room and cottage has its own private bath or shower und 
some have both. Our dining room wi 


have five private Meeting rooms w 


an 
{l seat all 400 guests at one serving, In addition, we «°.’% 
hich accommodate from thirty to 400 people 


ASK FOR CONVENTION BROCHURE 
Write Direct to BREEZY POINT LODGE, On Big Pelican Lake — Brainerd, Minnesota 


Chicago Office — 1001 West Washington Blivd., Chicago 7, iHinois 


OUR OWN BOWLING ALLEYS Phones: SEeley 3-3649 or SEeley 3-3677 
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Do Good Speakers Avoid Your Meetings ? 


Do you get more turn-downs than acceptances? Here's how 
to get the best from the best speakers. This frank report on 


how to treat your speakers gives dozens of hints—from how 


to invite speakers to how to make the most of their talks. 


BY SAMUEL B. SHAPIRO 


Manager, Linen Supply Association of America 


Some group in the United States 
is listening to a speech almost every 
minute of the day. According to 
noted sociologist W. Lloyd Warne 
in his book “American Life,” we 
Americans never seem to get tired of 
speeches. 

Whether the talk is good, bad, or 
indifferent depends to a large extent 
on the manner in which you as host 
treat the speaker. It makes no dif- 
ference whether the speaker is a pro- 
fessional orator or an amateur; 
whether he’s paid a large fee or none 
at all; whether he’s a big shot or 
hardly known; whether he is giving 
the talk for money, or for the sake 
of his company, university or associ- 
ation, or entirely for glory or human- 
ity. ‘The same courteous treatment 
should be given him (or her) in every 
case. And it makes no difference 
either whether the occasion be a sales 
meeting, an industry convention or 
any other gathering. 

No matter what the event, you are 
not getting an assembly line product. 
No matter how gifted your speaker 
may be, he’s a complex human being, 
and the way he gives his talk is re- 
lated to the treatment you and your 
associates give him. ‘This alone, aside 
from your intimate respect for other 
people, justifies treating your guest 
speaker with care. 

Note well that word “guest.” 
Whether paid or not, the speaker 
should be given the same deference 
and courtesy you give to vour house 


68 


guest, if vou want him in top form 
for your meeting. 

Let vour speaker know in detail, 
and well in advance of your meeting, 
all the pertinent facts about it, in- 
cluding the following: 

1. Date, exact time of the day he 
will speak, place, address, city, state. 

2. Name of group; size of audi- 
ence; whether all-male or all-female 
or mixed; age composition; vocations 
or professions of the audience (sales- 
men, sales managers, owners of busi- 
nesses, lawyers, housewives, etc.). 
Send him any descriptive literature 
you may have about the meeting or 
your organization. 

3. Purpose of meeting. 
if any. 

4. Length of talk. Be specific. 

5. Other talks scheduled during 
the meeting. When they will be 
given. Be sure to send speaker ad- 
vance copy of your program (some 
extra ones, too, for his superior and 
wife). 

6. Clothes to wear, whether meet- 
ing will be formal or informal. 

7. Provide detailed information 
how he can reach the meeting if it is 
to be held in an out-of-the-way place. 

Not too many speakers: Many 
meetings are spoiled by having too 
many speeches, too many reports that 
could easily have been distributed in 
mimeographed form instead of being 
read. Our nervous systems assimilate 
just so much, and then stop taking 
anything ine Maybe it’s true that no 


Its theme, 


souls are saved after the first 20 
minutes. In any case, for maximum 
effect try to build your meeting 
around the guest speaker and keep 
it free of routine business matters. 
Reservations: When you write your 
speaker, ask if you can make his hotel 
reservation for him, and find out 
when he will arrive. Also ask if you 
can arrange for his return railroad 
or plane reservations. Reserve a com- 
fortable hotel room for his stay, and 
check with the hotel the day before 
to make sure it is available. Even the 
best-operated hotels slip up now and 
then. (Most speakers prefer staying 
at a hotel to a private home. ) 
Meeting the speaker: Ask the 
speaker if you or your committee 
can meet him at the train or airport. 
Your thoughfulness on this score will 
be welcomed. If the speaker goes 
directly to the hotel alone, leave a 
note for him asking that he telephone 
you or one of your associates immedi- 
ately after his arrival. Then arrange 
to meet with him as promptly as you 
can—for lunch, dinner or cocktails. 
Be sure to have someone escort him 
either from his room or from the door 
of the meeting to the speakers table. 
Warming reception: Right after the 
speaker checks in at the hotel, send 
up a bottle of liquid refreshment. 
Even if he doesn’t drink, he appre- 
ciates this gesture of hospitality and 
takes the gift home to someone who 
does. Sometimes I find out from his 
secretary whether he prefers scotch 
or bourbon, and what brand he likes. 
A basket of fruit, a bouquet, some 
magazines help to make a woman 
speaker feel that she is welcome. 
Publicity material: If the speaker 
has not furnished complete informa- 
tion about himself, send him an in- 
formational blank which when filled 
out gives you the data you want. 
(Or he can give it to you in letter 
form.) Ask for glossy photographs for 
newspaper use. Send him copies of 
newspaper ‘clippings before the meet- 
ing. This helps to impress his boss 
(the one at the office, or if he’s top 
man, the one at home). Give him 
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House Your 


Entire Convention Under One Roof 
aud, 
All Your Exhibits on One Floor 


_ 


Ur Pe Pe ToT 


H EEEaee BALLROOM 
Fy BELL ELLE CAPACITY 


ARR eee 


EXHIBIT SPACE . . . over 40,000 square feet of air-conditioned exhibition space. 27 AIR CON- 
DITIONED MEETING ROOMS . . . accommodating from 10 to 2,000. EXCEPTIONAL BANQUET 
FACILITIES . . . for functions of any size. SUPERBLY SITUATED . . . near Marshall Field’s and the 
Merchandise Mart, in the heart of the theater district. 1501 REDECORATED GUEST ROOMS... 
every room with radio, many with TV and air conditioning. WORLD FAMOUS RESTAURANTS. 
College Inn Porterhouse — tops in America for tender steaks. Well of the Sea — seafood flown in 
daily from both oceans. And for delicious food at modest prices — the Celtic Cafe, the Coffee Shop 
and the Snack Bar. DRIVE RIGHT INTO THE SHERMAN ... the only hotel in Chicago that gives you 
this service. No waiting for busy doormen when you arrive—no waiting for delivery when you leave. 


For information phone, wire, or write Danny Amico, Director of Sales. 


SHERMAN —— 


CHICAGO'S MOST CONVENIENT HOTEL 


Randolph, Clark and La Salle Streets 
Telephone: Franklin 2-2100 
Teletype: CG 1387 
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FOR Yes! Available for 


BUSINESS Your Conferences 


with ... the Famed Advantages of 
PLEASURE... America’s Fabulous Resort { 


r ¥ 


@ There is no place in all the 
Southwest that surpasses The 
San Marcos for a sales or 


business meeting of any kind. 


® Accommodations for 250 
guests. 6 meeting rooms from 
25 to 350. Superb food and 
service. Vast experience with 


group meetings. 


© And for your leisure hours Unexcelled Facilities for 
every recreation — including Conventions and Meetings 
during November, December, 


our own |8-hole championship ’ 4 April 
anuary and Apr 


golf course. 

Besides the pleasures of a luxury 

resort, the Arizona Biltmore offers de- 

luxe rooms and suites accommodat- 

For details, write ing 350 people . . . a large dining room 

JOHN H. QUARTY, seating 350 to 400... a theatre audi- 

torium accommodating 250, with 

stage and 35 mm and 16 mm pro- 

jectors .. . several meeting rooms in 

sizes suitable for 25 to 100... also 

various recreational and informal 
meeting areas. 


Your delegates enjoy the service 

that the Arizona Biltmore is renowned 

Gw for, as well as its famous leisure time 
diversions . . . its championship 18- 


hol If << i er 
HOTEL AND BUNGALOWS ole goll course tennis courts 


colorful swimming pool and cabanas 
. fiding stables and scenic trails. 
CHANDLER, ARIZONA For rates and other information, 
Write George Lindholm, General Manager. 
MI ° | Nl d 
SS SS Cee Se the ARIZONA BILTMORE, Phoenix, Arizona. 


President & General Manager 


D E Ss IG N ror SE LLI NG 


DISPLAYS SHOW ROOMS 
EXHIBIT BOOTHS 


for any product ... from Point of Sale to 
to Convention Exhibits 


Phone or write Anytime for 


Ideas and Estimates 
That will make your 


more clippings when he arrives and 
send him the rest after the meeting. 
Send the story of his talk to his home- 
town papers; in sO many cases re- 
nowned speakers are almost unknown 
in their own cities. 

Ask for copy of talk for publicit 
items or, if important enough, for 
verbatim reproduction and distribu- 
tion to newspapers, radio and TV 
stations. 

Personalize your letters, don’t use 
mimeographed forms. Recently, as a 
speaker at a national convention, | 
received a poorly-mimeographed let- 
ter from the public relations director. 
My name was badly misspelled and 
the fill-in was blurry. The letter in- 
formed me that as one of the prin- 
cipal speakers I was being asked to 
furnish 20 copies of my talk! (By 
the way, chairman of the meeting | 
was to address asked that I meet him 
30 minutes early. He came in 15 
minutes late.) It is not likely that I'll 
accept an invitation from that group 
again, 

If you plan a press conference fo 
the speaker, get his permission in ad- 
vance. If you're thinking of broad- 
casting the talk, you must get his 
permission. He may want to give 
much the same speech to other groups 
in your community, and a broadcast 
may interfere with his plans. Also, 
radio and TV_ speaking techniques 
are somewhat different from face-to- 
face talking. 

Should you want to record the 
talk, always ask the speaker first. 
The speech is his property. 

Names for speakers: You may want 
your speaker to know the names of a 
few of the dignitaries at the speakers’ 
table. Send him the list in advance, 
together with some information about 
the other guests. 

Fees and expenses: Have the check 
for the speaker’s fee ready. It can be 
handed to him prior to the meeting 
or immediately afterward. Some 
speakers will let you know what their 


|expenses will be in advance in order 


that the amount can be included in 


'the check. 


Other assignments: If the paid 
speaker has open time, your aid in 
arranging other speeches for him in 
your city will be highly regarded. 
And it will help you to cut your 
expense bill. 

Remind Speaker: Send speaker a 
reminder letter several days before 
the meeting. 

Speakers generally are not like 
Elbert Hubbard who when asked his 
charge for a lecture said, “$200 if I 
am not entertained—$300 if I am.” 
But you can smother a guest with 
excessive kindness. Ask the speaker 
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if you can arrange a tour for him 
of the city or resort area. [Invite him 
to your functions, including 
meals. Introduce him around. But let 
him decide what he wants to do. Give 
him as much privacy as he desires 
to prepare for his talk, to relax. 

In holding a 


S( cial 


convention on an 
American plan basis at a resort hotel, 
some groups invite the speaker to 
come earlier and to stay three or fou 
days at their expense—whether or not 
he is being paid. 

If his wife is with him, invite he1 
to all social functions. If a souvenir 
is given to the ladies, be sure she gets 
one. And it’s heart-warming to her 
husband when you give her a corsage 
to wear at the luncheon or banquet 
at which he’s speaking. She'll be giv- 
en a seat right in front of the speakers 
table. 

Some hosts arrange to have break- 
fast with the speaker following the 
day he gives his talk. That makes a 
hit with him, showing that he hasn’t 
been immediately forgotten. 

Always ask the speaker if you can 
arrange for his return to the railroad 
airport. If possible, the 
host will drive the speaker there per- 
sonally. 

In your correspondence with the 
speaker find out what materials he 
will use or 


Station or 


need: screen for motion 
pictures or slides; projector (motion 
record player; blackboard 
easels; pointer; chalk and 
(Remember the look on the 
speaker’s face when he walked to the 
blackboard to make graphic a telling 
point, and there was no chalk?) Ex- 
tension cords, bulbs, special lighting 
equipment ? Determine whether 
speaker will bring these items along, 
or whether you are 
furnish them. 

If the meeting is large, you'll need 
a public address system. If you're 
planning on a panel of speakers who 
require several table mikes and your 
room setup makes necessary some 
mobile as well as stationary mikes, 
you may have to make special ar- 
rangements with a PA and sound 
equipment company. Find out from 
your speaker whether he likes to 
wander around the platform when he 
talks; if so get him a mike that hangs 
around his neck. Check the PA system 
before the meeting starts. And make 
certain that the electrician or PA man 
is on hand during the entire meeting. 
When you start the meeting have 
someone in the rear of the room signal 
to you that he can hear clearly. 

Assign someone to help the speaker 
set up whatever props or exhibits he 
may use. (And to help him pack up 
afterward. ) 


or slide) ‘ 
(size?); 
eraser. 


expected to 
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A Fascinating Foreign Site 
) For Your Next Sales Meeting or Convention! 


_NASSAU 


IN THE BAHAMAS 


Modern hotels with experienced staffs 
and accommodations for group 
meetings...delightful year-round 
temperature (average 76.6°). 


Serene atmosphere, free of big-city 
hubbub ... shopping for fine British 
and European goods...all sports. 


EASY TO REACH! 

BY AIR: 

50 minutes from Miami 
412 hours from New York 
BY SHIP: 

Overnight from Miami 
Weekly sailings from 
New York via SS Nassau 
Convenient connections from 
entire U.S. & Canada 


NO PASSPORTS REQUIRED FOR U.S. CITIZENS! 


Available dates: April 1, 1954 thru January 10, 1955. 
For COMPLETE information, send this coupon! 


NASSAU, BAHAMAS, DEVELOPMENT BOARD 


(A Department of the Bahamas Government) 
301 Roper Bidg., 20 S.E. 3rd Ave., Miami 32, Fia. 


Gentlemen: Please send me details of Convention facilities in Nassau. 


NAME 


BUSINESS ADDRESS. 


CITY 


ZONE___ STATE. 


bb * on Lt VW, lectings 
of any * in HOUSTON 


“" RICE 


Here are quick facts about 
The Rice which establish it as Houston's 
No. 1 Sales Meetings headquarters 
@ Central downtown location 
100% air conditioned 
Attractively designed, completely 
equipped meeting rooms to ac- 
commodate groups of every size 
An experienced staff to anticipate 
your needs 
Special catering service 
For sales meeting or convention 
reservation write 
Adams, Exec. As 


George E 


t Mgr 


Houston’s ‘Welcome to the World” 


Hotel 


If the speaker uses a rostrum or 
podium—most do—it should be ad- 
justed to his height. Check its lights 
to make sure they’re working. 

\ pitcher of water and a glass 
should be within reach of the speaker. 
Obvious? It’s amazing the number of 
times this simple item is overlooked. 
Avoid the slightly 
confused toastmaster who was asked 
by the speaker for a pitche 
To drink?” inquired the chairman. 
No,” answered the speaker. “I do a 


‘ar 
gn diving act. 


situation of the 


ot water. 


Ihe meeting chairman has a lot to 


do with the success or failure of a 
gathering. He sets its tone. He can 
help to make or break a speaker by 
the relaxed manner in which he puts 
the audience at ease as well as by his 
appreciative introduction. 

Material for the introduction is ob- 
tained from the speaker well in ad- 
vance of the meeting. Often he will 
give you a short memorandum that 
can be followed word for word. 

Keep the introduction short and 
simple, five minutes at the most, 
preferably three. Include the name of 
the speaker in full, his organizational 


irkeby Hotels 


New YorR City THE GOTHAM 
New York Cty HAMPSHIRE HOUSE 
Neu York City THE WARWICK 
On Upper Saranac Lake. N.Y §$ARANAC INN 
Philadelphia THE WARWICK 


Beverly Hills, Calif 


BEVERLY WILSHIRE 


Hollywood, Cali, SUNSET TOWER 
Mam: Bech THE KENILWORTH 
Haruna MOTEL NACIONAL de CUBA 
Panama City, K.P. EL PANAMA 


You OPE cordeally 


SInviled be 


WHE. lhe 


Superior Souvtcos of lhe 
Hirkely Growfi of tileb 


Please Call the Kirkeby Hotel Nearest to You or Contact 
THE GOTHAM 
5th Avenue at 55th St., New York 19, N.Y. 
Phone: Circle 7-2200 


connection and job title, title of his 
speech, and enough of his background 
to explain why he is present. A skimpy 
introduction is just as bad as a long 
one. “Ladies and Gentlemen, the 
President of the United States’’ is 
fine, but very few people in the world 
are that well known. 

A chairman must not yield to the 
temptations of a microphone and fall 
in love with the sound of his own 
He is not the speaker, he is 
Write out the intro- 
Brilliant improviser though 
you may be, don’t strain your luck. 
Memorize at least the name and title 
of the speaker, and his subject. Learn 
to pronounce his name correctly. 
Meet the speaker before you intro- 
duce him to make certain you don’t 
look at and wave to the wrong man. 

Include a witticism in your intro- 
duction only if you possess rare wit, 
if it is relevant, and if it is not at 
the expense of the speaker or audi- 
Don’t belittle or patronize 


voice. 
the introducer. 
duction. 


ence, 
ever. 

Following the introduction, the 
chairman sits down only after the 
speaker reaches the appropriate spot 
on the platform and addresses him 
with the customary “Mr. Chairman.” 

The chairman should give. strict 
attention to what the speaker is say- 
ing (often he can use something said 
as a spring board for later discus- 
sion), or at least pretend to be alert. 
If he holds a rump session with other 
people on the platform; if he shuffles 
papers around; if he waves at some- 
one in the room to show he’s not 
really a big shot, he distracts the au- 
dience from the speech. If possible, 
the chairman and others should sit 
not behind the speaker, but in front 
of him. 

Your speaker has worked painstak- 
ingly on his talk for your group and 
has lovingly shaped an appropriate 
It will run, let us say, 30 
At the last minute you tell 
him that because of longer-than-usual 
routine business or because of faulty 
timing on your part, he'll have to 
cut his talk to 20 minutes—or less. 
It’s a wonder that 
don’t have ulcers. 

Do your utmost to give the speaker 
the full time allotted. In planning 
your agenda, allow at least an extra 
10%. If an event calls for 40 min- 
utes, schedule it for 45 minutes. It’s 
much better to break your meeting 
earlier than to have it run over; or 
to tell a man who’s given his guts to 
be with you that he must forego much 
of what he has prepared. Of course 
the speaker smilingly says: ‘That's 
perfectly all right, I can adjust my- 
self to whatever time you give me.” 


address. 
minutes. 


more speakers 
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He is a gentleman, and anyway, what 
else can he say? 

I don’t understand how those 
groups that consume the speaker’s 
allocated time with their own busi- 
ness matters, and then give him only 
a few minutes before they adjourn, 
ever get anybody to address them. 
Their behavior is sheer insolence. 
Many a speaker is tempted when 
called on for his address at such a 
time to say, “My address is 1000 
Waring Avenue, Chicago,” and then 
sit down. 

When is your audience most alert? 
Usually in the middle part of the 
morning, and about the same time in 
That is the most de- 
sirable time for your central speaker. 
Yet so often the principal is reserved 
to the last part of the program when 
the audience is almost groggy. 

If you want a discussion period 
following a talk, ask the speaker in 
idvance of the meeting if he is agree- 
ible to 
Questions are out of place, of course, 

inspirational address.) If 
ne 1s, distribute blank cards te the 
audience before he starts talking, and 


the afternoon. 


questions and discussions. 


ifter an 


innounce that questions that occur 
to the hearers should be jotted down 
for later use. 

If few questions are raised despite 
this preparation, use a buzz session 
or similar participation method to get 
Remember though that once 
the audience starts to participate, 
vou'll have a hard time shutting off 
thei questions. 

Most speakers can handle hecklers 
themselves. ‘They know how to treat 
sharp critics without resorting to in- 
vective. Sometimes the chairman will 
have to help by 


queries. 


using his personal 
knowledge of the person badgering 
the speaker. Soft words—oil on the 
troubled waters usually serve to 
quiet the heckler, plus a little time 
to speak his piece. Actually, the au- 
lience generally sets the heckler right 
nearly all Americans are 
keenly sensitive to what is right and 
fair. 

No man lives by bread alone. Even 
if the speaker is adequately paid in 
money, he deserves and needs appro- 
priate thanks for a job well done. 
After he completes his talk, tell him 
simply and sincerely how much you 
and the audience appreciate what he 
has done. Sometimes individuals in 
the audience will rise to add their 
thanks. 

A letter of thanks is a must. 

I always feel good when I receive 
notes of appreciation from the people 
in the audience, even if I suspect that 
they are encouraged to write by their 
committee. 


because 
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Send a letter of commendation to 
the speaker’s superior at his company 
or university or association. 

My association for several years 
presented a framed certificate of ap- 
preciation to every speaker at our con- 
ventions. Some groups send an attrac- 
tive scroll on which is inscribed a 
resolution of thanks. 

For an unpaid speaker a small gift 
sent to his home is always appropriate, 
preferably something that is symbolic 
of the meeting if possible—product of 
the company, local product, ete. 


As an objective observer your 


speaker can often detect weak spots 
i Ask him by letter 
what improvements can be made. If 
you make it clear that you're not 
looking for praise but helpful advice, 
he may help your future meetings a 
lot. 

How do you feel about the treat 
ment you gave the speaker at you! 
last meeting? A successful gathering 
needs both careful planning and con- 
siderate hosting of your guest speaker. 
Did you provide the right atmosphere 
where he could give the best that he 
had? The End 


in your meeting. 


CONVENTIONS 


don’t just happen... 


That fact is obvious to anyone who's 
ever had a hand in planning one. 


One of the primary factors in build- 
ing a successful convention is location. 
Each of the nine Statler cities is excel- 
lently located, and each is served by 
the very finest in transportation. 

And each Statler Hotel has the ex- 
perience and “know-how” to help you 
carry out your plan for your most suc- 
cessful convention ever! They've all 
been built to house conventions, with 
an eye toward the special facilities a 
good convention needs. 


They all have: 


1. Specialized knowledge and ex- 
perience that comes only with many 
years of co-operation with convention 
groups of all sizes, large and small. 


2. Special facilities and equipment 
for every aspect of convention activity 
—registration, meetings, exhibits, and 
banquets. 


3. Performance that lives up to the 
promise, or exceeds it. Once conven- 
tion arrangements have been made, you 
can relax, for every promise of service 
and facilities will be more than met. 


4. Full value for convention dol- 
lars. Room rates are posted in each 
room, and never raised, regardless of 
the size of the convention or the de- 
mand for rooms. 


Why not investigate further? Write 
for complete data on any of our nine 
hotels to Howard F. Dugan, Vice-Pres- 
ident, Executive Office, Hotel Statler, 
New York 1, N. Y. 


STATLE 


HOTELS 


NEW YORK 


BUFFALO «+ DETROIT 


BOSTON 


CLEVELAND + ST. LOUIS 


WASHINGTON + LOS ANGELES + HARTFORD 


ANOTHER GREAT NEW STATLER — DALLAS 
(Opening fall, 1955) 


AUDIO-VISUAL CLINIC 


to this —in three days 


des Whil Y WwW it with home office plans for promoting 
il es le ou al them nationally. 
4 Basic advantage in this type of di- 
‘ visional setup, according to Kraft ofh- 
. cials, is that it facilitates the best pos- 
it's a new speed-up system. Kraft Foods now produces its ible direction of sales approach in a 
° . . . marketing situation in which food 
on slides for meetings in a matter of days. Equipment buying habits vary regionally depend- 
a « iain ing on climate, custom and other con- 
pays for itself in about a year's use, allows for flexibility. gions Function of each division 
then is largely one of tailoring the 
national sales program to specific re- 
quirements of its area. 
However, with a job as big as this, 
Carefully planned series of annual Success of this team stems from the even the functioning of individual di- 
sles meetings, and a smoothly oper- fact that Kraft’s sales divisions are visions becomes relatively complex. 
a'ing production line for fine photos, set up geographically, under a sys- With as many as 20 branch offices op- 
ae the key link for Kraft Foods be- tem which calls for each of the firm's erating under a single division, sales 
t‘veen necessary disbursement of home field representatives to be thoroughly meetings are just as important in di- 
cthce policy and the functioning of an familiar with the company’s full line visional management as they are fot 
effective, decentralized sales force. of cheeses, dressings and spreads and the home office. 


Fully.automatic 
sound-coupled 
projection, in 
color or black 
and white. Port- 
esEATATIONS: able equipment. 
\y PLANNING, Screen- spread 


up to 48 feet. 
Training Films. Ine. 150 west sath street, NEW YORK + CO 5-3520 


PECTAGULAR Ph 


PRODUCTION AND STAGING 
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For Kraft management, best time 
to hold the annual regional sales 
meetings is in early fall—usually 
mid-September. This comes at just 
the right time to serve the dual pur- 
pose of reviewing current plans for 
the busy holiday season and of pre- 
viewing advertising and sales cam- 
paigns fer the following year. 


Rush Period 


Mid-September is, however, prob- 
ably the worse possible time of the 
vear for these meetings in the eyes of 
Kraft’s Advertising and Photo De- 
partments, charged with responsibil- 
itv of preparing visual material for 
meetings. 

Though a last minute rush in pre- 
paring material for any sales meet- 
ing seems to be inevitable, this dead- 
line places the entire assignment right 
under the gun for Kraft ad and photo 
people, who are inevitably in the very 
earliest stages of their general ad- 
vertising and promotion plans for 
the coming year. In the face of this 
situation, they have, necessarily, had 
to work out methods for the produc- 
tion of sales meeting slides which cut 
the preparation time to speeds border- 
ing on the impossible. 


20 Separate Programs 


In past years, for example, as many 
as 20 separate programs were sched- 
uled at points across the country, to 
be held within an interval of a few 
days. In some instances, artwork 
for slides was not turned over to the 
Photo Department until three days 
before meetings were to take place. 
But, with Kraft’s smoothly function- 
ing production routine, the home 
office was able to get slides to their 
destinations in time for meetings. 

Keynote of the Kraft system is that 
all slide production work is handled 
within the company, supervised di- 
rectly by Fitz H. Lee, head of the 
firm’s Photo Department. Lee’s de- 
partment works from a presentation 
script prepared by advertising copy- 
writers, who work in cooperation 
with home office sales supervisors. A 
copy of the script is sent out to each 
sales meeting with a corresponding 
package of 35mm color slides. 

In days gone by, Kraft has pre- 
pared these slides either by having the 
photography done by outside sources 
or by shooting the original slides 
themselves and then sending these out 
to have necessary duplicates made. 

Lee’s present system, however, cuts 
as much as a week off required prep- 
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Cllariew 


BELLEAIR, FLORIDA 


More than the extensive convention facilities and ideal physical 
layout, it’s the friendly spirit and old-fashioned hospitality that 
attract so many groups and conventions to the Belleview-Biltmore. 
Cheerful, efficient service from the moment you step across the 
threshold. Accommodations for groups up to 600. 27 holes of cham- 
pionship golf on the grounds. Complete Resort Facilities. 


Groups from the following companies were recently entertained at the Belleview: 
Travelers insurance Company, Aetna Life Insurance Company, Prudential Life 
Insurance Company, Massachusetts Pretective Association, neficial Management 
Corporation, Bryant Heater, New York Life Insurance Company, Time Magazine, 
United States Savings and Loan League, Wirebound Box Manufacturer’s Asso- 
ciation and Friden Calculating Company. 


IMAGINE THE SURPRISE! — Iced 
Champagne in a gay, colorful metal 
“Le Can-Can” to say a sparkling “Bon 
Voyage” to your friends as they enter 
their stateroom. 


We will deliver one or more bottles of 
Champagne before sailing time to any 
boat leaving New York. 

Pictured here is the superb Moet & 
Chandon Brut 1947 — only $11.51 com- 
plete in “Le Can-Can.”* Call today — 
ask too for our complete summer 
catalog. 

*(Or select your favorite Champagne. 


Merely add $2.95 for “Le Can-Can.”) 


QHERRY$spintisciratic, 


aration time and also enables Kraft 
to get its slides at less than half of 
ARIZONA’S COUNTRY CLUB RESORT "8 4S 3 

INVITES GROUP MEETINGS To prepare all of the slides, Lee 
uses a 35mm Leica with a copying at- 
Accommodations for 125 guests in a secluded THE tachment that enables him to focus 


club-like atmosphere only 17 miles to Phoenix. WIGWAM and frame each picture just as he 
70 acres of lawns and flowers. Magnificent golf wants it. After each picture has 
course and other sports. 3740' Paved Airstrip. LITCHFIELD PARK been set up on the ground glass which 


Superb food and well-trained service. ARIZONA is part of the attachment, the camera 


‘ ai Pee er re ‘i. 
Variety of meeting and conference rooms. | po ide Whitwell is huttled into position behind the 
eace uwe lens. Then, instead of just taking 

Season: | MANAGER , 


NOVEMBER Ba a single picture, Lee goes ahead and 
TO MAY } f shoots all required slides. 


Simple Procedure 


In preparing for the 1953 sales 
meetings, Lee’s procedure was espe- 
cially simple. As meeting schedules 
shaped up, Lee found he needed 20 
sets of slides to allow for immediate 
needs of meetings and for extra 
copies to be used in the home office. 
This made it convenient for him to 
buy his Kodachrome film in 20 ex- 


posure cartridges. 
This worked out well because each 
———~ cartridge is processed and resulting 
— slides are packed individually. With 
Kodachrome, purchase price of film 
COME TO CORONADO includes cost of processing in an East- 
~~ 


man Kodak laboratory. <A specially 


FOR YOUR CONVENTION— tagged — a pera = cart- 
ldge for ae S 8) oO e proc- 
CALIFORNIA AT ITS BEST! essing tab. 


In preparing the Kraft slides, 
Photo Department merely notes the 
® Groups up to 700 ® American Plan @ Ample Meeting Rooms proper code number and designation 

(No Charge) e@ Beach Club and Tennis Courts Complimentary 


We'll help you make your next convention the best yet! 


of the slide on the tag covering each 
All convention activities under one roof ... with plenty to do for cartridge of exposed film. “This desig- 
relaxation. Swim in pool or sea; dancing, golf, tennis . . . exciting 


nation, then, comes back as the re- 
old Mexico only % hour away. 


turn label on the box of finished 
ASHTON A. STANLEY, Managing Director slides. In this w ay, Kraft’s system for 

C shooting pictures also simplifies sort- 

Hotel del ORONADO ing and handling of finished slides. 
CORONADO, CALIFORNIA Normal delivery from the Eastman 

The Famous All-Year Resort Across the Bay from San Diego lab of finished slides is three working 
days after the film is brought in for 
processing. Even at this rate, Kraft 
was several days ahead of the best 
time it had been able to count on 
Colorado's Most Beautiful Mountain Resort «'<" ‘wslicat slides were being pre- 
pared by an outside source. 

As deadline for meetings ap- 
proached, Lee was able to go to the 
Eastman people with his problem and 
secure a promise that rush jobs could 
be delivered on the day after they 
received the film. It was this ser- 
vice that made it possible to deliver 
slides to distant points throughout 
the country within three days after 
completion of artwork. 

In terms of cost, Kraft saves al- 
most enough every year to cover the 
full cost of its Leica camera and ac- 
companying attachments. Duplicate 
35mm color slides purchased from a 


Exclusive use of hotel can be had with groups of 175 or larger. 
TROUTDALE IN THE PINES = °M80i*om Denver 


Your Host, George Margolis 


eonx 
ones 
=z 
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film specializing in this work used to 
run approximately 40c a slide. Com- 
plete material cost for Kodachromes 
is a shade under 15c a slide. Labo 
cost is considered negligible because 
preparation of the original by a staff 
man is much cheaper than hiring an 
outside photographer. 


of the equipment every year. 


The Leica outfit, complete, ran 
Kraft around $900. With it, in 1953, 
Lee’s department prepared 160 sets 
of 20 slides each. So, on the basis 
of this experience, proper use of this 
camera saves Kraft a sum which is 
within a shade of the original price 
The End 


One-Button Control for Pan-Screen Show 


A single button can now control 
three separate projectors for pan- 
screen programs. Utilized by Calvert 
Distillers Corp. at its recent distribu- 
tor meeting in New York City, 
single-button control took all the dis- 
advantages out of a multiple-projecto1 
set up. 

Pan-screen involves three projec- 
tors, each to serve one of three screens 
mounted side by side to form a wide 
screen. The system allows one, two 
or all three screens to be filled with 
a single image, two or three images. 
It enables the speaker to project one 
trame on a screen and then throw 
other pictures on either or both of the 
other screens without changing the 
first one. 

A “base” picture (say, a manuf.c- 
turing plant) may be amplified by a 
series of “extension” pictures (prod- 
ucts the plant makes, for example) ; 
or three steps in a process or opera- 
tion may be shown, one after the 
other, in quick succession, without 
“losing’’ any one. A single picture to 
cover all three screens provides extra 
drama. 


Old Way 


Originally, pictures from a film- 
strip on the three projectors were 


advanced in one of two ways: 

1. An operator controlled projec- 
tors with a four-button panel: one 
for each projector and one to activate 
all three at once. This means a speak- 
er’s working with an eye constantly 
on the script — which had to be 
marked for the button combinations 
it meant employing a 
separate operator who would not be 
prepared if the speaker chose to ad 
lib. 

2. By use of an “all screen” but- 
ton, the speaker would advance film 
on all three projectors at once. This 
meant repeating any frame that was 
to retain on the screen. Viewers’ eyes 
would notice the shift even though 
it involved a repeat; and it would 
lose the desired effect of moving an 
audience’s attention from screen to 
screen without interference. 


to press; or 


New Way 


System used by Calvert eliminates 
these two disadvantages but permits 
capitalizing on the full, dramatic 
effectiveness and impact of pan-screen 
technique. Control of all three pro- 
jectors is centered on a 35mm tape, 
activated by a single push-button in 
the hand of the speaker. Each time 
the speaker presses the button (cued 


PUNCHED TAPE (bottom) rides through a control box to allow a speaker to activate 
any combination of three filmstrip projectors with a single button for a pan-screen 
presentation. System was used by Calvert for pan-screen show (top) at sales meeting. 
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HOLD YOUR CONVENTION IN 
Year ’Round 


“Indian Summer” 
CLIMATE AT THE 


Bows Ta Le 


AUGUSTA, GEORGIA 
“Golf Captial of the Nation" 
The South's finest facilities 
for conventions 
@ ALL PUBLIC SPACE 
AIR-CONDITIONED .. . including 
@ all restaurants, cocktail lounge, 
lobby, meeting rooms and most 
guest rooms. 
@ 400 rooms with bath 
® Spectacular, outdoor swimming 
pool 
® Golfing privileges (five minutes’ 
walk from hotel) 
For information write: 
Harold Lieberman, General Manager 


ONAWA LODGE 


Favorite Year "Round 
Resort in the Poconos 
of Pennsylvania 


Mountainhome 50, Pa. 


100 miles from New York City 
and Philadelphia. 40 miles 
south of Scranton, Pa. 


Ideal facilities and accommo- 
dations for staff meetings and 
sales conferences composed of 
15 to 100 persons. 


© Special group American plan rates 
¢ Adequate private meeting rooms 
* Good meals abundantly served 
¢ All outdoor and indoor sports 
¢ Membership remains united 
° Attractive cocktail lounge 

¢ Member HSMA 


Any month except over holiday week-ends 
and between June 25 and October 25 


Please write or call for further information 
and colorful folder. 


H. I. Shinnen, Own.-Mgt. 


“Hosts in the Poconos since 1926” 
Telephone—Cresco 3311 


IN N.Y.C.—PHILA.—WASH.—BUFFALO 
“ASK MR. FOSTER" 


on his script) the tape moves one 
notch through the control box. Holes 
are in the tape (punched in a pre- 
determined pattern) and activate any 
one or any combination of projectors. 
If a picture is to remain on screen 
one while new pictures are to appeai 
on screens two and three, holes two 
and three are punched on the tape. 
As the tape rides through the control 
box, the punched holes activat® pro- 
jectors two and three and allow pro- 
jector one to remain unchanged. 


If you are planning a sales meeting or Need No Assistance 


regional conference of any kind in the 
southwest, you'll want to consider famous 
Camelback, = the world's ong pel The tape is punched in advance to 
ing American Flen winter resorts. —_ the pattern determined by the script. 
of peaceful relaxation. All sports on the sun- ; , ; ; 
drenched desert, including golf at the fabu- Each time the speaker presses his 
lous new all-green 18-hole Paradise Valley single button, the projectors operate 
pl ane ong gh pe as planned without assistance from a 
outhwatering food. enial informality. a ; . NT OEY 
Write Dry, Healthful air. October to May. ee The tape gina acted 
JACK STEWART, CAMELBACK INN, PHOENIX, ARIZONA lar to a teletype tape which activates 
the letter keys in a teletype machine. 
Created by Training Films, Inc., 
the pan-screen control tape mech- 
7 anism sells at $250 or is available on 
‘6 saints 
I never worry when I book rental. eae 
Calvert trained six executives to 
a meeting at the set up pan-screen presentations in the 
field for 25 regional meetings. Each 
Netherland Plaza paneer se 28 i gras 


executive had a complete unit of three 


- J] or Terrace Plaza in screens, three projectors and _tape 


control panel to ready at his assigned 
e . rr . 

CINCINNA TI ... their meetings. These executives were 

nea . schooled by Training Films to make 

facilities and Service the adjustments and align screens and 

99 3 projectors for perfect register. 

are excellent y : Screens for the set up are 714 feet 

Teletype ~~ ~ - by 10 feet and ailow for a 30-foot 
cl 244 __ 


Both hotels air cadiaoned 


John G. Horsman - = New Technique 
General Manoger i 


% 


~~ r “ Spine wide screen tor panoramic pictures. 


emis ee ; Something has been added to slide 
NETHERLAND PLATA TERRACE PLAZA projection technique to produce a 
multitude of optical effects. Cello- 
matic, a new device perfected after 
four years’ research, produces images 
up to 12 feet by 16 feet, rear or front 


projection, and offers limited anima- 

bE A i { L | T | FE S act tion as well. 
With a Cellomatic projector, bars 
To handle ALL TYPES OF MEETINGS successfully. on a chart can grow, figures can move 
horizontally or vertically, and normal 
© GUEST ROOMS—750 © 14 AIR-CONDITIONED MEETING ROOMS walking or running motions can be 


Hotel Connects with Civic Auditorium adled to silhouettes. Many optical 
XHIBIT SPACE—44,000 sq. ft. SEATING CAPACITY—5,000 se nedagetha test came ecm? hdl 


i vision cameras can be produced by 


Cellomatic. 
Direct underground " ageway to air-conditioned Civic s\udittertum 


GRAND RAPIDS, MICHIGAN 


L. E. Ames, Director of Sales & Advertising 


Owned and Operated by Thos. Emery’s Sons, !Inc., Cincinnati, Ohio 


Can Use Color 


One copy or photo panel can be 
superimposed on top of another with- 
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ici 


Here— at this internationally 
famous French Canadian village 
resort, your group will find a mem- 
orable meeting spot—a 6000 acre 
world-in-itself with everything you 


could wish for right at hand. 


Here, you can meet in summer, 
fall, winter, or spring—amid the 
breathtaking beauty of Canada's 
magnificent Laurentians. Enjoy the 
finest meeting and recreational 
facilities, comfortable accommo- 
dations for all your group (up to 
350), superb cuisine and bar, in- 
comparable old-world courtesy. 
(And we think you'll come again 
and again, as so many important 
groups do.) Write for full in- 


_ Mont 
Tremblant 


Lodge 


Mont Tremblant, P.Q. 
Canada 

Mrs. Joseph B. Ryan 
President 


Only 90 miles 
north of 
Montreal 


ca 
“== 
y 


Z 


San. Francisco's 
finest and 
most complete 
Convention Facilities 


Renowned for 
unsurpassed 
convention facilities 
exquisite rooms 
and appointments 
superb cuisine and 
entertainment 


700 ROOMS 


PALACE 
HOTEL 
4d Pa tl anal 


REPRESENTATIVES 
Hall Wilson—Los Angeles 
Leonard Hicks, Jr.—New York, Chicago, 
Washington Teletype number SF 706 
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SMALL SCREEN LIFTS OFF Cellomatic 
projector to produce rear or front projec- 
tion images up to I2 feet by 16 feet. 
Dozens of optical tricks are possible with 


this new unit including limited animation. 


out a reduction in intensity of either. 
Both black-and-white and color can 
be projected. 

A product of Howell-Rogin Studio, 
New York City, Cellomatic is basic- 
ally a portable projector resembling a 
kitchen range. It weighs less than 
300 pounds. Utilizing 5” x 7” trans- 
parencies, Cellomatic has two light 
sources, 2,000 watts each, that allow 
for a variety of visual results. Eithe: 
a round or square iris can be created 
by a simple adjustment to produce a 
round or square image on the screen 
of any size up to maximum screen 
dimensions. One image can dissolve 
into another automatically, or images 
can be “wiped” from the screen. 
Split-screen effects are simple with 
Cellomatic. 


Cost Same As Slides 


Said by its creators to cost about 
the same as a slide presentation, Cello- 
matic technique provides complete 
flexibility in optical effects limited 
only by the imagination. 

Currently, Cellomatic projectors 
are available on a rental basis only in 
New York metropolitan area. Week- 
day rental of $85 includes a skilled 
projectionist. Sunday rental is $100. 

Artwork for Cellomatic presenta- 
tions may be prepared by the client 
or by Howell-Rogin, creators of the 
system. The End 


PHOTOS CLICK! 


in 
Blowup Displays 


King-size photos, translites, photostats, 
folios, and cutouts attract attention 
and tell your story realistically. They 
do an outstanding sales job for you. 
These displays are economical, con- 
serve space and time, and are handy 
to use. 


Write for complete information with- 


e 
titles 
IDEN WACKER DRIVE CHICAGO 6, ILL. PHONE STote 2.5977 
Ask for FREE Booklet SM-4591 


NOWHERE 


IN THE WORLD 
Will You Find Facilities 
Equal to Those of 
THE SPECIAL EVENTS DEPT. 


Here Is the First NATION-WIDE 
TALENT ORGANIZATION 


Equipped To Serve 
YOUR ENTERTAINMENT NEEDS 
In Every Phase ef 
CONVENTION AND 
SALES PROMOTION 
PRESENTATIONS 


Contact Special Events Dept. 


GENEPAL ARTISTS CORPORATION 
Circle 7-7550 


THE AMERICAS BLDG. 
ROCKEFELLER CENTER 


New York 20, N. Y. 
Branch offices: 
Chicago © Beverly Hills 
Cincinnati © Dallas © London 


On the World's Mest Famous Beach’ 


UNEXCELLED 
CONVENTION 
FACILITIES 


tae 


For Your Next Meeting 


A luxurious, gracious resort hotel 
specializing in conventions... 
Every facility for hardworking 
but relaxing group meetings... 
swimming pool... . tropical 
gardens... 18 hole putting green 

two golf courses nearby... 
supervised sport and social activ- 
ity. Write us for more detailed 
information 


Rush Strayer—General Manager 


Daytona Haza 


DAYTONA BEACH, FLORIDA 


fee Florida's ‘Year Around Resort 


| 
| 
| 


| 


International Amphitheatre 


Home of the Chicago National 
Automobile Show—Chicago National 
Boat Show — Chicago International 
Sports and Outdoor Exposition — 
Sonja Henie Ice Revue—International 
Live Stock Exposition—International 
Kennel Club Dog Show—International 
Dairy Show and Rodeo—The Chicago 
Home of the National Metal Exposi- 
tion—International Heating and Ven- 
tilating Exposition and other leading 
Industrial Expositions. 

_ 


260,000 Sq. Ft. Exhibit Space 
440,000 Sq. Ft. after Nov. |, 1954 
Individual Halls 
4,000 to 55,000 Sq. Ft. 


es 
ARENA SEATS 12,000 
Air Conditioned 
Many Smaller Meeting Rooms 
New Public Address System 
a 
Free Parking for 4,000 Cars 
15 Minutes from Loop Hotels 
2 


International Amphitheatre 
42nd & Halsted Chicago 9, If. 


STRAIGHT FROM "LION'S" MOUTH comes promotional story at Monsanto's meeting. 
R. C. Evans, director of marketing. Plastics Div., relayed details to assembled customers. 


Breakfast With a Lion 


Monsanto takes advantage of audience at national trade 


show to call special meeting of customers. Makes it a break- 


fast parley so as not to interfere with other activities, Ad- 


vance promotion develops curiosity for announcement. 


Some of the most costly items on a 
manufacturer’s sales expense chart are 
special promotional sales meetings de- 
signed to bring customers and/or dis- 
tributors up to date on company and 
product information. And the outlook 
for lower costs in the future is none 
too bright. 

Consider the tremendous cost of 
bringing 40 or 50 persons — on the 
average—from points scattered over 
the country to a central location for 
a meeting to last one or two days. 
Transportation, room accommoda- 
tions, and all the related expenses 
would add up to no small tab. 

In addition, much valuable time 
and effort are necessary to set the 
mood for the meeting—to start the 
audience thinking in terms of moving 
a greater amount of merchandise. 

In many cases there is a way of 
getting around this. Trade shows, 
trade association meetings or conven- 


tions present an audience already con- 
centrated in a small area and keyed 
to business considerations. Rather 
than bring the audience to the manu- 
facturer, the manufacturer takes his 
story to the audience. 

Monsanto Chemical Company’s 
Plastics Division recently did just 
that. In July the firm held a cus- 
tomer breakfast at the National 
Housewares and Home Appliance 
Exhibition, Atlantic City. At the 
breakfast, plans were unfolded for 
the company’s national television ad- 
vertising program to promote plastic 
consumer products molded or fabri- 
cated of Monsanto materia's. 

Reception to the meeting was out- 
standing, says E. D. Kennedy, di- 
visional advertising and sales promo- 
tion manager. He reports that with 
few exceptions those invited attended 
the breakfast with many arriving well 
before the starting time. 
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FLY NATIONAL... the Convention Airline 
TO MIAMI... the Convention City 


THE NEWEST, MOST MODERN FLEET IN PEP YOUR SALES WITH “P.E.P.” 
THE NATION! Fly National, Airline of the Stars, to 
Miami and Miami Beach...combine a perfect vacation 
with a truly successful sales meeting! 


National's sure-fire Personnel Encourage- 
ment Program offers travel and all-expense 
vacations as valuable incentive prizes for 
National is equipped to fly both large and small groups, your salesmen. Ask us for details! 

and will arrange all transportation details. "For further ‘ 
information, contact your nearest National ticket office National Serves 17 Florida Cities 
or write direct Convention Dept.; National Airlines, Inc.; |... More Than Any Other Airline! 
3240 N.W. 27th Ave.; Miami, 42 Florida 


.-« HAVANA—SO NEAR TO MIAMI 


— co —~ Giline off Uk 0 (Ma > Only 58 minutes away. Exclusive four-engine 


DC-6B flights. Just $36, round trip, plus tax! 


Washington’s Largest Ballroom 
will re-open Nov. I, 1954 


* 
Completely 
Air-Conditioned 
* 
Accommodates 
1200 Persons 
* 

Five New 
High Speed 
Elevators 
* 


$1,500, 000 Modernization Program 


In addition to Washington’s most spacious ballroom, there is the newly 
restored south ballroom—and nine additional meeting rooms—all air 
conditioned. Dining and bar facilities have been modernized and 
expanded. New adjacent garage facilities are available All suites and 
bedrooms are air conditioned and furnished with radio and large screen 
television. Write for complete information. 
14th Street and Pennsylvania Avenue, WN. W. 


Douglas A. Stalker, General Manager 
thé CD | L, J 4 A R pp Teletype WA 732 + Telephone NAtional 8-4420 
4 
e Residence of Presidents 
WothingtewD. CO}. AN ABBELL HOTEL 
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the time element has 

1g on whether or not a 

profitably hold a meeting 

show audience. In Mon 

Case timing Was pertect. Held 

the exhibition was only two 

from kickoff date of the 

s sponsorship of the CBS-TV 
\lorning Show.” 

Whether the should be 

Id the exhibition proceedings 


meeting 
neid d ng 
sa moot point. In any case, the host 


bucking the already heavy demands 


tomer is justifiably reluctant to at- 
tend other functions with the possi- 
bility of missing some of his own im- 
portant Customers, 

On the other hand if the meeting 
is held in the evening many custom- 
ers might be found 


their own customers. 


entertaining 


You can get people to attend such 
a meeting by adding a bit of show- 
manship before, during and after the 
meeting. Monsanto did so by arousing 
customer interest, building up curi- 


First a letter was sent out in late 
June telling of the meeting, date 
place and time. But the only rete: 
ence to proceedings was “we are go- 
ing to unfold (news of vital interest 
to you) a terrific program of national 
television advertising.’ A card was 
enclosed on which the recipient was 
asked to note how many persons trom 
a particular organization would at- 
tend so that proper seating arrange- 
ments could be made. 

To really pique the reader's inter- 


time. If there is a booth osity and anticipation of what the est, the letter closed with “be sure to 
to be staffed at the’ show, the cus meeting was all about. mail the return card today and you 
will find yourself having breaktast 
with a lion.”” The lion in this case 
was Charlemane, well known puppet 
of Morning Show fame. 


HOW TO LINE UP Next a letter was sent to all re- 
spondents enclosing a reminder card 
i and a few added notes of interest. 

A BIG TURNOUT! 


The theme always was “breakfast 
with a lion.”’ 


Reminder 


As a final reminder of the meeting 
and to heighten interest even more, 
a few days prior to the opening of 
the exhibition Monsanto representa- 


tives visited customers’ booths. 
Excitement hit its peak during the 
last cup of morning coffee at the 
Only Northwest serves major cities breaktast when an actor dressed as 
Charlemane darted about the hall 
coast to coast, Hawaii, Canada, amid growlings from a tape recorded 


Alaska and the Orient... with fast, pape deen er — on nana 
mane puppet at each table. 
frequent schedules. We will be Company executives then came on 
: stage to elaborate on the advertising 
glad to work with your Convention shank ; 
Chairman to increase attendance 
at your meetings. 


High point of the meeting was the 
projection of a_ kinescope showing 
the Morning Show M.C. discussing 


Monsantos advertising plans and 
talking to persons in the audience by 
name. The kine was singularly effec- 
tive since it gave the impression of its 
raf 

After the exhibition, Charlemane 


Contact any Northwest office or 
Convention Bureau, Northwest 
Orient Airlines, 1885 University 
Avenue, St. Paul 1, Minn 


more expensive cousin, closed circuit 


puppets were delivered personally by 
salesmen to their customers to remind 
them again of the company’s promo- 
tional program. 

“Trade show visitors will come out 
for a manufacturer’s meeting if it is 
about something that will, in one way 
or another, benefit them,”’ Monsanto's 


BOOST SALES WITH 


AIRVENTURE INCENTIVES 
Salesmen really go to work when the prize 
is a free vacation. Write for kit showing how 
to promote this sure-fire contest 


NORTHWEST 0 .c«¢ AIRLINES 
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Short route to the Orient 


E. D. Kennedy points out. “Turnout 
for a trade show meeting,” he said, 
“is based in large measure on the 
firm’s reputation with previous sales 
meetings. To preserve that reputation 
there must be = substantially more 
meat to the meeting than that which 
appears on the breakfast menu.” 

The End 
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lf Tipping Is Annoying 


One sure way to eliminate problems and bother involved 
with tips for service is to plan a system in advance. Hotels 
are happy to work with you because it's their headache, too. 


at a meeting a pet peeve 
1t vours? Do you feel that every time 
you turn around somebody has_ his 
hand out for a tip? Do vou hate to 
have to hz out quarters and dol- 
lars every time you want some small 
issistance—or worse, even when vou 
don’t want assistance ? 
It you don’t like the practice, ho- 
tels-like it less. 


problem to1 


(jratuities are a big 
hotel management be- 
cause the loose tipping practice cre- 
ates bad customer relations. Often ho- 
tels can’t regulate their em 
ploves’ gratuity remuneration because 
of union rules. 

A survey ot leading hotels and Ho 
tel Sales Mlanagement Association, of- 


even 


ters some tips to tippers: 

1. Become resigned to your having 
to tip. It’s a system that was started 
in merry old England and came ove: 
with the Mayflower. It’s too well 
ingrained—with the help of many 
union contracts—to be disposed of at 
this date. 

2. Don’t be haphazard about gra- 
tuities; it often costs you more, and 
more often than not many deserving 
people get nothing while a few “pro- 
moters’ get a lion’s share. 

3. Plan for gratuities when stag- 
ing a meeting just as you plan othe 
preparations and activities. 

4. Talk to the hotel manager o1 
sales manager about gratuities and let 
him advise you on the best system for 
his house. Practices vary between 
cities and between hotels in the same 
city. 

5. If you set up a plan to handle 
all gratuities, make sure this fact is 
made known to meeting attendees. 
(Two systems are worse than none 
at all.) 

A consensus of hotel managements 
indicates that a single-bill system for 
gratuities works best for all con- 
cerned. This is the way the system 
works: 

You agree with hotel management 
to a flat percentage over your totak 
hotel bill to be assessed for gratuities. 
This figure varies between 106 and 
15¢¢, depending on hotel. This per- 
centage covers all service employes, 
food and beverage emploves and 
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housekeeping employes. Delegates at 
the convention or attendees at a sales 
meeting must then be advised not to 
tip for Advance bulletins, 
table tent cards and similai 
serve for this purpose. 

With a percentage basis for tips, 
the hotel will break down the total 
sum for gratuities so that each em- 
plove given his share. When an 
employe knows in advance how much 


service. 


dey ices 


he can expect, it tends to improve his 
service. 

For exhibits in a hotel, a good prac- 
tice is to set aside $5 to S10 from 
each exhibitor 1or gratuities ot seryv- 
ice personnel. 

Some hotels that handle gratuities 
under a percentage basis will provide 
you with a disbursement sheet—show- 
ing who gets what 
by employes. 


which is initialed 
The End 


Two top organizations which provide 
that unique combination of 


MARKETING 
“KNOW-HOW and 
SHOWMANSHIP 
ADMARK CORPORATION 


For Film Presentations 
and 


SHOWMANSHIP. cor 
INDUSTRY associates 


For Staged Presentations 


e Field Research and Fact-Finding. 
¢ Complete Package or Individual 
Services. 
¢ Presentations as elaborate or 
modest as required. 
Contact us at 


129 WEST 52nd STREET 
NEW YORK 19, N. Y. 
Phone Cl 6-9482 


© CONVENTION © SALES CONFERENCE 

@ STAFF MEETING 
UNIQUELY DIFFERENT — Luxury In The invigorar- 
ing Climate of the North Woods of Wisconsin. 


Ski-Tow and Slopes . . . Skating Rink 
Sleigh Rides . . . Hockey and Ice Show 
Instruction and Equipment Free 


PLUS VALUES — Steam 
Health Baths, Cocktail 
lounges — Private air 
conditioned Conference 
rooms—indoor swimming 
pool — Banquet and 
Cocktail Party Service. 


Chicago office: 20 E. Jack- 
son Bivd. (WEbster 9$-7372) 


pbb bbbbb bbb bb bine 


or 
personalized 


exhibits 
Messmore & damon 


That “something extra” in 
our finished product reflects a 
client attitude which, in almost 
four decades of exhibit design 
and construction has brought to 
and kept with our firm a long 
and distinguished list of satis- 


fied customers. 

We build to help you sell 
May we fill this role for you? 
Messmore and Damon 


1461 Park Avenue 
New York, New York 
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FABULOUS 


JUGEND BARN 


GREAT BARRINGTON, MASS. 
provides an unforgetable 
setting for 
CONFERENCES ¢ MEETINGS 
FORUMS 
& 

Comfortable, clean 
accommodations for groups up 
to 250 persons 
The best food obtainable 
Large Assembly Hall 
Country atmosphere 
Ample parking 
Recreation facilities for 
relaxation between sessions 
Golf nearby 
Exceptional Rates 
Write or phone 


L. H. CRAFTS, Mer. 


Great Barrington 32, Mass. 


Phone 434 


Open year 
‘round 


se 
HISTORIC 


oe 


A distinguished 


setting for 


VIRGINI 


meetings 
conferences, forums 


For groups of 10 to 300 persons beau- 
Williamsburg offers conference 


delegates and their familte 
tunity of combining busi 
liday in this uniquely 


i d 
tored community. Here, where great 


an Oppor- 
ness with an 
enjoyable ho re- 
patriots proclaimed our American faith 
there is something of interest for ev- 
eryone—tours through the Governor’s 
Palace, the Capitol and other famous 
exhibition buildings, 18th century gar- 
dens, golf, tennis, cycling. 

Fine cuisine, excellent accommoda- 
cions and true Virginia hospitality con- 
tribute greatly to the success of every 


1 


meeting held in Williamsburg. 


Williamsburg Inn & Lodge 


For descriptive booklet and information write: 
Grant M. Washburn, Williamsburg Inn, Williams- 
burg, Va. or call N. Y. Res Off., Circle 6-6800 
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What You Can Learn 
From a Big Exhibit 


(Continued from page |7) 

exhibit later.” For 
times, they won’t do it. 

So our job aims at one goal:—Get 
people into our exhibit to ask ques- 
tions of our salesmen there and then. 

Everything else must take a_ back 
seat to this major objective. Various 
elements of our show all contribute to 
this primary objective of stopping peo- 
ple, having them look at our products 
and question Kodak salesmen. Our 
sales people can carry the ball from 
that point by demonstrating verbally 
and physically why our products are 
worth having. 

A word about the Exhibits Division 
itself, and how it operates. As depart- 
ment manager, I supervise the entire 
operation and work with Sales and 
Advertising management to make 
show and exhibit decisions. The 
assistant manager supervises design, 
sees that schedules are met, contacts 
exhibit builders and is responsible 
for much of the actual operation of 


some- 


| the department. We have a designer, 


a specialist in exhibits design, who 
does layout work, drafting, color se- 
lection. And there is a secretary, a 
road man who supervises setting up 
and dismantling of car- 
penter, an electrician, a spray painter, 
a warehouseman, and a general utility 
man. ‘The designer, manager and 
assistant manager develop the major 
design themes for a show in accord- 
ance with their workaday knowledge 
of Kodak’s needs. And the men repair 
and maintain exhibition equipment. It 


shows, a 


GIVE FREE 


ORCHIDS 


to the ladies — flown from Hawaii 
for a few cents each! . . . to 


¢ Introduce New Products 
¢ Introduce New Models 
* Increase BUYING Traffic 


and you'll get 


MORE SALES! 


Write today for new price list and brochure 
of many HAWAIIAN FLOWER GIFTS for 
promotions. 


Dept. SM 104 


HC. KRUEGER-FLOWERS OF HAWAII 


670 S. Lafayette Pk. Pl., Los Angeles 57, Calif. 


on SALES MEETINGS! 
...and we are experts on 


sales incentive programs! 
WE'VE GOT NEWS FOR YOU 


about both! 
Write to: 
RALPH McENTYRE 


Managing Director 


6551 COLLINS AVE. 
MIAMI BEACH 


Phone 
UN 6-8721 


ON THE GULF COAST... 
CONVENTION FACILITIES 


for your next 


SALES MEETING 


A luxurious air-conditioned re- 
sort hotel specializing in conven- 
tions . .. finest meeting and 
banquet room in the south seat- 
ing 1500 . . . experienced con- 
vention staff trained to handle 
a "package" convention for you. 
Conveniently located between 
New Orleans and Mobile. Write 
us for more detailed information. 


Jimmie Love, Gen. Mgr. 


OVERLOOKING THE GULF OF WEXxiCn 
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is not a large department. If we at- 
tempted to employ, in our Exhibits 
Division, the variety of talent required 
to produce medical, metal treating, 
photo dealers’, X-ray, packaging and 
other specialized shows, our operation 
would be fabulously expensive. So we 
go to competent firms that make a 
business of designing and_ building 
shows for many different exhibitors 
and can afford these high priced spe- 
cialists. At present we use several 
builders, each of them in a different 
section of the country. 


What Products 


When it has been decided that Ko- 
dak will exhibit at a given trade, gen- 
eral or regional show, Sales and Ad- 
vertising Departments go to work to 
determine what products should be 
displayed, and which of these should 
be prominently featured. Sales and 
Exhibits Departments decide the size 
of our space. 

We are then in a position to plan 
the actual show and recommend a 
detailed budget. Armed with a clear 
understanding of the promotional ob- 
jectives, plus knowledge of the char- 
acter and interests of the audience, 
and bearing in mind our previous 
shows before this same group, we pro- 
pose a layout and design treatment 
consistent with our objectives. 


Careful About Design 


Since people generally think of 
Kodak in connection with photog- 
raphy, we must be particularly careful 
to maintain a tasteful and harmonious 
design, in keeping with the idea peo- 
ple have of our graphic and pictorial 
understanding. 

A major objective is to give ou 
sales people a good sales tool. Still 
another is to generate interest in Ko- 
dak products that the prospect neve 
thought about (or knew about) be- 
tore. We want to catch and hold both 
the expected prospect and the person 
we never knew would be interested. 
(There are always plenty of unsus- 
pected buying interests present at a 
show.) So our exhibit and our sales 
people always must be alert—-register 
a positive and favorable impression 
enhance Kodak's reputation; for this 
is part of the long-term sales objective. 


Doesn't Tell All 


The show itself does not—should 
not —tell the whole story. That’s 
worth saying again. We tell only 
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Meet on a 


Tropical Island Paradise— 


ust 15 minutes from downtown Miami 
) J 


Ocean Beach 
Golf Course 
Two 


Swimming Pools 
Tennis Courts 


Ocean Fishing 


KEY BES YNE 
Write for beautiful color brochure ane 


Director of Sales and Conventions w KEY BISCAYNE 


ACROSS THE BORDER 
The Most Outstanding Canadian Year-Round Resort 


THE ALPINE INN AND COTTAGES 
52 MILES NORTH OF MONTREAL 


Welcomes You to This Wonderland of the Laurentian Mountains 
for Your Future Conventions, Meetings or Banquets 


The Picturesque Alpine Inn Can Offer You 


i—Accommodation for 200 guests. leading Department Stores, Masquerades 

2—Food in the best tradition of the French etc. , L 
Cuisine with a choice of Vintage Wines to 4—Comfortable Lounges with open Stone Fire- 
enhance your meal. places and Mount Baldy Room with its 
popular Alpine Style Bar. 

5—A Spacious Dining Room overlooking the 
North River. 

6—Private Room for Meetings. 


3—A variety of entertainments such as: 9- 
Hole Golf Course, Swimming Pool, Tennis 
Course, Ski-Tows, Ski School, Horse Shows, 
Aquacades, Fashion Shows by Montreal 
The Alpine inn is a Cardy Hotel which means service, courtesy and com- 

fort. The name of “Cardy” is a byword in the Canadian Hotel Industry. 
Every reason to visit the Laurentian Mountains in the Province of Quebec 

for your next Convention or Meeting. 


THE ALPINE INN WELCOMES YOU . 


For information and reservation, apply THE ALPINE INN, 
Ste. Marguerite Station, Que., CANADA 


In Southern California it’s the 
£R HOTEL 


Beautiful newly decorted rooms 
and suites at attractive rates from: 
Single: $6.00 Doubles $8.00 
Suites $15.00 

Meeting Rooms Banquet Rooms 
Parking , Convention Facilities 
Rooms and suites equipped with Westing- 
©. house radios and TV sets. 
ALL THE SERVICES OF A 
GREAT HOTEL 


r - . M. A. Bradbury 3 
“Right in the heart of everything yet only — Manager F 
nine minutes from downtown L.A.” vg 


é 


Follow the lead of these distinguished 
groups. They choose only the best— 
and they chose (and enjoyed) Nipper- 
sink Manor for their business meetings. 
Calvert Distillers 
Philco Distributors, Inc. 
Westinghouse Electric 
Ekco Products 
Prudential Insurance Co. 
(lll, Region) 

Ryerson Steel Salesmen’s Club 
Sanitary Institute of America 
Follow the lead of the nation's top 
convention brains". Assure success 
for YOUR next convention, meeting or 

outing. Choose 


eiNippersink 
aManor 


Genoa City, Wisc.—65 miles from 
Chicago 


> A luxury resort hotel with perfect 
facilities plus no “big city" distrac- 


2 1 ee 


BER GOP OE 


29 Serpe. 


PY Pe PEIHAB SD 


‘ 
4 tions 
3 Write or phone for complete details 


Shinderman Management 
675 N. Michigan Ave., Chicago 11, Ill. 
MOhawk 4-6750 


Sam Lippert 
Convention Mgr. 


Want Top Results? 
Then Bring Your 
Sales Meeting to 


SPLIT ROCK 
LODGE AND CLUB 


dn Lake Harmony in the Poconos 
2000 feet elevation 


banquet facilities 
e Bar and Cocktail Lounge 


i; Complete meeting and 


e Year-round sports 
e Unexcelled food @ Spa- 
cious rooms and cottages 


Onlv three hours from New 


York or Philadelphia. For 
omplete information, write 
\V. D. Herrmann, General 


Manager, Split Rock Lodge 


ind Club, White Haven R. 
., Pa., or telephone White 
Haven 4561. 


enough of the story to make people 
question salesman to find out more. 
Salesmen are the ones who must com- 


plete the job. 
Use Experts 


While we are on the 


salesmen 


subject ot 
things we 
in tact, vital. We 
to buy 


here are a tew 
feel are important; 
spend a lot of money space 
plan, design, build the exhibit, staff 
it with sales personnel. For this rea- 
son Kodak salesmen a/ways are full) 
qualified. Prospects who stop at our 
booth expect, and rightfully, that oun 
representatives will be experts in thei 
field. 

Knowing that we will have fulls 
qualified sales personnel on hand, Ex 
hibits Division is confronted with the 
to bring Nlr. 
Prospect into contact with Mr. Sales- 
man. Fo: 


question of how best 


one thing, in order to ac- 
complish this, we wear a new face at 
regularly attend. This 
necessarily all new 


each show we 
doesn't mean 


equipment at each show it just 


means an all new appearance. 
Reuse Displays 


Wherever possible we reuse pieces 
from other rearranging 
them, repainting, recovering with new 
materials, including different Kodak 
products, new signs and copy ma- 
terial. Above all, we show the repeat 
visitor something that is new to him. 
Let me re-emphasize that. It is not 
necessary to have a spanking new 
widget on display. Perhaps the prod- 
uct we feature has been out for a yeal 
or more—but it wasn’t displayed at 
the last show, so Mr. Prospect hasn't 
seen it. Or maybe the product has 
been in our line for years—but if we 
that old 
standby, new ways it can help him, 
he’s inclined to stop, look and listen. 


shows by 


show him new uses tor 


No Corn 


Our show looks all new and we 
have new products—or new product 
applications — on display. Is that 
enough? Not necessarily. Our new 
facade will probably stop Mr. Pros- 
pect in front of the booth but now 
we want to get him inside. (And we 
don’t need corny gimmicks.) We have 
good products: unrelated attention 
getters are a waste of time. 

Instead we employ what we believe 


is an extremely effective stopper — 
headline copy (billboard or poster 
stvle). This is integrated with a sim- 


= 2 G 


Coan Ont 


Ideat location ( nearest the Convention Hall ) 
with luxurious guest rooms, deluxe suites, unex 
celled service, internationally famous cuisine and 
a magnificent dining room overlooking the sea 

The Shelburne has excellent accommodations 
for small groups or large meetings 

For the ultimate in gracious living and superb 
facilities, the Shelburne proudly offers its pent 
house. “Kenmare Hall” high atop the hotel 


he | 
SHELBURNE 


Atlantic City’s Foremost Luxury Hotel 
On the Boardwalk at Michigan Avenue 


Joseph M. Hitzel ir., General Manager 
Edgar A. Sweet, Sales Manaver 
Telephone Atlantic City 4-813! 


BUSINESS and 
Pleasure 


in TULSA 


means- 


> AIR-CONDITIONED COMFORT 
> CENTRAL LOCATION 
CONVENIENT COFFEE SHOP 


NEW MODERN ADJOINING GAR. 


TULSA’S F/WEST HOTEL 


of the Popular Teseace Room 
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ple but dramatic display of the prod- 
talks for itself. “lake out 
Photo Dealers’ Show as 


uct, that 
exhibit fo1 
iu example. 

Caption says “Kodak Mural Pa- 
per,” right over a large mural. The 
mural is a pleasing, eve-catching pic- 
ture, technically tops in quality. Even 
if he never notices the sign saying 
“Kodak Mural Paper,” he'll notice 
the murzl; and it says “MURAL” 
even louder than the caption sign does. 

Next to the mural display is an- 
other sign saving ‘‘New Kodak Royal 
Pan Film.” Below this are examples 
of what it will do, brief discussion ot 
its properties, and the film sizes in 
which it is currently available. And 
right there is a desk and chair where 
prospect and 
talk Pros- 


can sit 


Mr. 


salesman 
hat interests 


and 


, 
aDONt U 


Take for Granted 


Our Colo: 
the exhibit 


Print Service section of 
shows another variation 
of this same thing. Because this show 
was for dealers and photo finishers, 
subject matter and ‘treatment were 
selected with this audience in mind. 
With professionals like these, we can 
take for knowledge which 
we could not assume for amateurs at a 
general show or fair, Note (page 17) 
that the small panel at the left says 
“Kodak Prints and Enlargements 
trom Stereo Frames.” Just under this 
caption sign are Kodak stereo frames 
which speak for themselves, even if 
the prospect doesn’t notice the sign. 
And immediately under that are boxes 
ot stereo film and enlargements made 
trom the stereo frames. Below that, 
another small caption saving “Stereo 
Duplicates Available.”” All are facets 
ot the stereo business which we want 
to promote. 

You have noticed that 
adjacent to this panel is the main dis- 
play featuring the “Kodak Color 
Print Service.” It shows a variety of 
prints divided by prominent 
signs identifying them as Kodachrome 
or Kodacolor Prints and Enlarge- 
ments. And there is a counter behind 
which a salesman stands, armed with 
catalogs of prints, prices, services and 
complete information for anyone who 
is interested in color print service. 


eranted 


may also 


color 


What to Say 


This brings us logically to the point 
of what our “billboard” captions 
should say. Remember the mural pa- 
per display? All the caption said was 
“Kodak Mural Paper.” In itself, this 
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| tou ROAD 


[ COLLINS AVE. | 


Liat THE 
aii (Qromvexrion 
ou WJ rossroaps 


e BEST LOCATION on 
Miami Beach .. . Lincoln 
Road and Collins Ave. 
on the ocean... only 2 
short blocks from the 
Municipal Auditorium. 
BANQUET and 
CONVENTION HALL 
seating 1000. 
FIVE additional 
Meeting Rooms 
25 to 400. 

350 DELUXE ROOMS 


COMPLETELY 
AIR-CONDITIONED 


Wire or Write 
R. H. “Dick” FREY 
Sales & Convention 

Director 


seating 


James J, Carroll 
Monager 


ON THE OCEAN AT LINCOLN ROAD 
MIAMI BEACH, FLORIDA 


centrally - conveniently 
in the 


& DOWNTOWN HOTELS 


mayo -<~ | 
600 


with ample meeting, ballroom, 
conference & social rooms — 
''| Newly remodeled Civic 


a Ne 
ie 


TULSA Convention Hall... 
3580 


<7 


apes) 
ALBANY 
<i 1 

TRIMBLE 
WELLS 

ALVIN 

200 
BLISS 

250 


} 


he 


: Oil Capital. of the World! 


Ei 


Recreation — Industry — Frontier History 


' 


THE ONE HOTEL IN PHILADELPHIA DESIGNED FOR YOUR MEETINGS 


Central Location—nearest to theatres, clubs, shops 


Air-conditioned meeting 
5 to 150 


rooms — 10 modern rooms accommodating from 


Audio and visual equipment—these selling aids available for your meeting 
Ample parking facilities—adjacent garage for 600 automobiles 
Superior food and adeverage—served in air-conditioned comfort—for dining 


and banquets 


PLUS 2 Newly Renovated, Air-Conditioned 
Ballrooms Accommodating 500 persons 


HOTEL 


yluvania 


BROAD and LOCUST STS. 
Wm. H. Harned, Gen. Mar. 


PHILA. 7, PA. PEnnypacker 5-7200 


Teletype PH-95 


hold 
your 
next 
meeting 
at the 


HOTEL 


LASALLE AND MADISON 


CHICAGO 


Teletype 
CG 28 


@ Complete facilities adaptable to 
any type of function 

@ Personalized attention to 
every detail 

@® Convenient to railroad terminals 

@ Located in the center of 
downtown Chicago 

@ Gracious, modern atmosphere, plus 
traditional LaSalle hospitality 

WRITE FOR ROOM CHARTS, FLOOR PLANS AND FULL DETAILS 


A.M. QUARLES M. P. MATHEWSON 


VICE PRESIDENT SALES DIRECTOR 
AND GENERAL MANAGER 


SOLICITUDE 


Superior facilities of themselves are not 


enough. It is the skill, the willingness 
—vyes, the solicitude of those who 
serve you—that make the difference 
between frustration and satisfaction 


in all convention arrangements. 


CHALFONTE ~~ HADDON HALL 


on the Boardwalk, Atlantic City, N.J. 
Owned & operated by Leeds & Lippincott Co. for 64 years 


Write for illustrated folder 


EXECUTIVES 
R. W. LEEDS « JOSEPH |. McDONELL 
J. H. LIPPINCOTT, Jr. ¢ E. D. PARRISH 
ELLSWORTH SOOY « DORIS SEARS « |. L. HAVERLY 
LAWRENCE B. RAUGH « GUY E. BROWN 
LEONARD G. RUNDSTROM 


means little except to the user of this 
product—which is exactly what we 
intended. For that matter, what does 
“Kodak Color Print Service” mean? 
We use these as audience arresters— 
“Stop-and-lookers” you might say. 
Anyone who has any interest in mural 
paper or color print service will want 
to know more when his attention has 
been captured by these thoughts. 


Make Him a Fan 


We've captured the visitor’s atten- 
tion and have given our salesman his 
chance. Now we can further interest 
the prospect, win his friendship, in- 
form him about what interests him, 
and, if the situation permits, take him 
on to other interests in other products. 
It is a marvelous opportunity for 
transforming Mr. Prospect into a fan. 
Suppose he doesn’t go right out and 
buy the next day? In fact, he prob- 
ably won't. But when he is finally 
ready to part with his money, per- 
haps many months later, he will prob- 
ably still retain the favorable impres- 
sion made by our exhibit and our 
salesman. 


From Experience 


On the basis of our experience, I'd 
like to stress several points—the first 
is probably the most important of all: 

1. When we decide to participate 
in a trade show or convention we 
always do the best possible job we 
can, no matter whether the exhibit is 
small or large. 

2. We believe it is essential to get 
the most from all three show ele- 
ments ; space, equipment and salesmen. 
No single one should dominate—all 
are Important. 

3. We achieve this balance by ap- 
portioning our show budget carefully 
among these three elements of space, 
exhibit and salesmen. 

4. We believe that it is better to 
take a small booth and do a good 
design job with it, than have an 
enormous but badly appointed exhibit. 
Particularly with a company like 
Kodak, which makes a tremendous 
variety of products, it is essential to 
display them artistically. Otherwise a 
‘dime storish appearance” will result. 

5. Our salesmen are always fully 
qualified — specialists. Without them 
our investments in space and design 
would both be wasted. 

I believe a good slogan might go 
something like this: “If your show 
can be both the biggest and the best, 
fine—but if not the biggest, shoot at 
least for that best.” The End 


Meeting Space for 2000 

Or Banquet of +800 

Or Space for 100 Exhibits 
Three Spaces for 500 

Garden Dining for 1500 
Eleven Rooms Ranging in Size 
to Accommodate 25 to 125 
Free Parking in Hotel Grounds 


+ + + + + + 


+ + 


Largest Hotel in Atlanta 


Adente Biltmore 


WHERE SOUTHERN HOSPITALITY FLOWERS 


For a smooth-sailing 
convention... 


Ideal facilities for large or small 
groups... everything to make 
your next convention the best 
ever. 


We invite your TEN 


inquiry and 
inspection of 
our facilities. 


TEN EYCK HOTEL 


ALBANY, N. Y. 
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FROM A PACKING CASE that weighs 385 
pounds comes all the parts necessary to er- 
rect a 24-foot stage. Entire stage is free 
standing and requires no bolting to the floor. 
It can be set up by two men for a per- 
formance in less than an hour. Stage has 
two traveler curtains to facilitate scene 
changes. Second curtain can be moved to 
any desired position—even during perform- 


ance. 


Portable Stage Set Up in an 


Developed to solve problem of United States Rubber Co., 
new stage assembly packs into a single case for easy ship- 


ment on cross-country schedule. No tools needed for set up. 


problem of United 
Rubber Co. for a_ portable 
stage that field men can take to any 
part of the country, set up, put on 
their show, break down, pack into a 
relatively small, light case and move 
on to the next stop—in a matter of 
hours—Charles FE. Skinner, motion 
picture director and producer, to- 
gether with Charles Carlotti, theatri 
cal designer, created “‘Jiffy-Up”’ stage. 

Designed as a full-size stage for 


lo meet a 
States 
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meetings where adequate stage facili- 
ties do not exist, Jiffy-Up is 2+ x 10’ 
x 8’9” convertible to 18’ x 10’ x 8’9”. 
Two men can set it up ready for 
a show in less than one hour. 
Constructed entirely of “aircraft 
strength” light weight aluminum, 
there are no wooden parts, screws, 
bolts, tie-downs, 
turnbuckles, weights or braces. The 
stage does not have to be bolted or 
screwed to the floor because of a 


loose connectors, 


Hour 


frame design on the trombone princi- 
ple which makes it entirely self-sup- 
porting. 

Curtain tracks are aluminum trav- 
eler-type with permanently lubricated 
traveler wheels. ‘The traveler allows 
curtain over-lap, and_ theatre-type 
draw cords operate on continuous 
opening and closing principle. Drop- 
in aluminum track support sockets are 
permanently spaced and welded to 
stage truss sections. ‘There is a com- 
plete traveler curtain sup- 
ported on a 24 “free-floating” center 
truss which is easily movable to any 
desired position on the stage. This 
allows flexibility in staging any pro- 
duction, even during a performance. 

The frame is so constructed that 
the bottom tubular sections may be 


second 


89 


ATLANTIC CITY 


MODERN AS TOMORROW 
TO SERVE YOU TODAY 

Seventeen meeting rooms — cli- 
maxed by Trimble Hall—provide 
facilities for groups of from 25 to 
950 persons. Exhibit space of ap- 
proximately 12,000 square feet is 
available, serviced by heavy-duty 
elevator. 
A choice of 400 spacious rooms— 
majority overlooking the ocean— 
each with private tub and shower, 
fresh and sea water—music for 
dancing twice daily. 

GEORGE 6. BRUNI 

General Manager 

ADA TAYLOR 
Director of Sales 
STANLEY B. CAMPBELL 
Sales Manager 
Telephone Atlantic City 5-127) 


Newly Styled Throughout 
the General 
Oglethorpe 


The new ownership of this fine 
resort has redecorated the entire 
hotel . . . and two-thirds of all 
guest rooms have been air- 
conditioned. 2 air-conditioned 
ballrooms! 18-hole golf course 
on our own grounds, giant out- 
door pool, boating, fishing, 
tennis, dancing. Attractive con- 
vention rates. Write for color 
brochure and information. 


the General 
Ogiethorpe 


WILMINGTON ISLAND, SAVANNAH, GEORGIA 


removed to permit roll-on demonstra- 
tions, automobiles, turntables and the 
like. 

All curtains and drapes are flame- 
proofed and wrinkle resistant, and are 
available now in a wide selection of 
materials and color combinations. 

Stage valances, side drapes and rear 
drapes hang from drop-over hooks 
securely sewed into webbed backing 
of the fabric so they will not pull out. 
No snaps or fasteners are required. 
Drapes and valances are simply 
hooked over the frame tubing of stage 
structure and are. pleated § and 
weighted. 

Traveler curtains are 50% pleated. 
Aluminum traveler wheels are sewed 
into the webbed backing of the fabric. 
Hanging curtains is simple. Wheels 
are merely slipped onto the track, 
traveler pull cords attached, and the 
curtains are ready to operate. 

In addition, the Jiffy-Up includes 
a 6’ x 8 automatic, remote control 
motion picture screen operated by the 
projectionist or off stage. It is in- 
stantly removable to any position in 
depth of the stage, even during a per- 
formance. ‘The stage can accommo- 
date a rear-projection screen. 

Electrical equipment is complete 
All necessary plugs, sockets, continu- 
ous underwriter-approved cable and 
300-watt self-reflecting bulbs are in- 
cluded. All-angle lighting is finger- 
tip adjustable with individual clamp- 
on electrical socket units. 

To simplify assembly of the com- 
plete stage, all trusses, sections, trav- 
eler tracks and continuous electrical 
cables are uniformly color-identified. 

For easy shipping, equipment. is 
packed into a single reinforced-ply- 
wood traveling case, 97714” x 30” x 
2034” and weighs 385 pounds. Cur- 
tains and drapes are packed length- 
wise to minimize wrinkles. The case 
is acceptable on all air freight car- 
riers and, in some instances, will be 
carried by advance arrangement on 
passenger DC-7’s. 

Jiffy-Up is manufactured — by 
Charles E. Skinner Enterprises, New 
York City, and priced at $3000 
F.O.B. New York. 

For larger stages, Skinner has de- 
signed the unit to expand. By add- 
ing additional sections, the stage ex- 
pands from 24’ to 32’ across and will 
still contract to’ 18’ across. In depth 
it will expand from 11 to 18’, and 
height can be raised from 8’9” to 
12’ or 15’ high. All drapes and cur- 
tains are designed to be expanded in- 
stantly with additional sections whic! 
easily zipper on and_ off. These 
drapery expansions are not  notice- 
able to the audience. The End 
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HOW 
TO 
BOOST 
CONVENTION 
ATTENDANCE 


re, 
Spread 
the word 
around that 
fun-filled 
Montauk Manor is this 
year’s convention spot 
and attendance will soar! 
It's New York’s smart vacation spot! 


ACCOMMODATES UP TO 350 
200 ROOMS WITH PRIVATE BATHS 
LARGE & SMALL MEETING ROOMS 

. FIREPROOF 
» Deep SeaFishing*150ft. saltwaterpool / 
Cabana & a Club + 18 hole 
—— or ooures : 
is courts * Cocktai 
‘endeane dancing Resident 
Top Entertain- 


MONTAUK MANOR 


Montauk L 


Let's meet in 
the 
Alleghenies 


Summit 


Right atop Mt. Summit on a beau- 
tiful 930 acre estate with our own 
golf course and swimming pool. 


Ideal facilities for handling groups 
up to 160... with sports, relaxa- 
tion and entertainment for all, Noted 
for delectable food ... and spa- 
cious, comfortable rooms. 


On U. S. Reute 40, six miles from 
Uniontown, Pa. 2500 feet high in 
the mountains. 


Phone Uniontown 8-8594 
—or write SAM STEWART, Manager 


(An Abbell Hotel) 
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JAY J. MURRAY 


CONVENTION BUSINESS 


Want Bigger Percentage 


Group business today is more im- 
portant to hotels than ever before. 
Occupancy is slightly down for the 
nation’s hotels as a whole, and only in 
meeting business is there a counter- 
acting increase. 

According to Page Browne, vice- 
president, Sheraton Corp. of Ameri- 
‘a, group business now accounts for 
25% of the chain’s income. Shera- 
ton’s gross operating income for the 
fiscal year just ended is 
million. 

Chain hotels, most active in group 
business promotion, are increasing 
their holdings to get a bigger share 
of the nation’s hotel business. 

“Chain hotel 
-ountry are 


over $7 


ia 


operations in this 
still in their infancy,” 
Srowne. “Sheraton, Hil 
ton and Statler still account for but 
106 of the nation’s total hotel busi- 
ness.” 

Now that Hilton Hotels Corp. has 
bought the eight Statler properties, it 
is the largest chain in both revenue 
and number of 


says Page 


Its new ac- 
juisitions increase its guest rooms to 
30,000. Until the purchase of Statler 
hotels by Hilton, Sheraton Corp. was 
the largest chain based on total rooms 

-14,500. Hilton now has 26 hotels 
ywned, leased or under management. 

Discussing business done by Shera- 
ton, Hilton and Statler hotels, Page 
Browne says, ““We predict that with- 
in the next five to 10 years, the pres- 
nt 10% of business dene by the big 
three (now big two) will double to 
20.” Noting that this percentage 
is still far behind business accounted 
for by major operators in other in- 
lustries, “notably the automotive in- 
lustry, where the ‘Big Three’ account 
for more than 90% of that indus- 
try’s Browne added that 
Sheraton seeks to add major proper- 
ties to its chain and “we'll probably 
have some important announcements 
along these lines soon.”’ 

Economies and efficienci*s in man- 
igement, more intensive sales opera- 
tions and better services are advanced 
as reasons for the growth in hotel 
‘hain operation. Chains can do more 
productive advertising on a national 
scale—beyond the capacity of a single 
hotel operation. This year Sheraton 
Corp. will invest $11% million in ad- 
vertising. 

According to Browne, Sheraton 
will start building shortly on its new 


rooms. 


business,” 
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hotel in New Haven, Conn. This will 
be a 350-room hotel. In about four 
months, he indicates that ground will 
be broken for a new Sheraton hotel 
in Philadelphia. This will add be- 
tween 800 and 900 rooms to its oper- 
ition. 

In addition to its acquisition of 
properties, including The Blackstone, 
Chicago, Ten Eyck, Albany, N. Y.., 
and Hotel Astor, New York City, 
Sheraton is expanding facilities at 
its present properties. Sheraton- 
Park. Washington, is to have a new 
2,000 capacity ballroom added to its 
facilities. 

In addition to Statler properties, 
Hilton recently acquired The Sham- 
rock, Houston. 

Big aim for chains, as well as met- 
ropolitan hotels generally, is to stimu- 
late meeting business over week ends. 
‘In general,” says Browne, “the hotel 
industry is suffering from the 
nomic phenomenon of a_ three-day 
week with hotel business at a low 
level over week ends.” 

In order to be in the most favor- 


eco- 


They Come 
Back 


Many meetings and 


" 


conventions 
repeat'’ at the Nelson House year 
after year. 


Because we help you conduct the 
successful affair you aim for, and at 
very reasonable cost. 


Real modern hotel service and “know 
how" for all size groups. Choice of 
six attractive air-conditioned meeting 
and banquet rooms. 


You get all these and more ut the 


POUGHKEEPSIE, N. Y. 
WALTER AVERILL, PRESIDENT 
HENRY J. KOWAL, MANAGER 

Public Address Systems, Closed Cir- 
cuit TV, and lots more fo help you. 
Quarter million dollar improvements 
nearing completion. 


PLAN YOUR 


. SALES CONFAB 


~ just an 
hour from Chicago 
Here at Lake Lawn, your next sales 
meeting will be all yours. No “big 
city” distractions — you have the 
perfect setting, with adequate 
conference rooms and superb 
accommodations-and food at Wisconsin's 


smartest complete resort. Special events 


arranged. 
HAROLD S. ZILISCH, MGR. 
Phone: Chicago, FRanklin 2-6062 


DELAVAN, WISCONSIN e 


OR YOUR 


CONVENTION 


AT THE 


FUN ann SUN 


SPOT OF AMERICA 


CONVENTION BUREAU 


LAS VEGAS 


NEVADA 


CHAMBER OF COMMERCE 


* 


* 


oe 8 @ 6 8 ¢ @ 


our Winter Meeting 


able position tor convention business, 
hotel chains are striving to spread out. 
Browne acknowledges the aim of 
Sheraton Corp. is to have “‘one met- 
ropolitan hotel in each large city in 
United States and Canada.” Chains 
are in the best position to hire the 
best hotel management brains and 
‘we confidently expect to keep grow- 
ing and growing,” 


- 


3rowne reveals. 


A City Under One Roof — 
Perfect For 
An Outstanding Convention wn . 


If competition between hotels has eee — ' ; 
ings “aged tide! nena ... in the Homestead manner’ 
been keen for meeting business, it is 


only a small sample of what is shap- 
ing up tor the future. Not only are 
established hotels enlarging and _re- 
furbishing to accommodate larger 
groups, but new convention hotels are 
abuilding. 

In Miami Beach, Hotel Fontaine- 
bleau being readied to enter the 


Competition 


Finest facilities location ideal for 


either National or Regional groups e The world-famous Homestead, at 


Hot Springs, Virginia, is in an envi- 
able position to serve your confer- 
ences from November through March 
—when city hotels are busiest and 
most crowded. 

This great hotel and its 17,000-acre 
estate are in full operation during 
this period, and we are able to give 


facilities 
estate-like 


complete recreational 


on our 700° acres of 
grounds, including our own 18-hole 
championship golf course. We 


specialize in personalized attention! 


Inquiries appreciated and promptly 


handled. Write: 


4. P. Shoemaker, Jr., General Manager 
N. Meisner, Convention Manager. 


Cdgewilet Cuff Hole 


Midway betweer Gulfp rt and Biloxi 


EDGEWATER PARK, MISS. 


FIRST... 
Finest... 
Friendliest 


in Minneapolis 


For a REALLY Successful 
Convention Choose the 


Hotel 
Nicollet 


NEIL R. MESSICK 


General Manager 


competition. This new hotel is the 
largest in the area. Plans call for 500 
rooms with a 2,000-person meeting 
hall. 

Hotel Westward Ho, Phoenix, 
Ariz., is building a new auditorium 
and convention hall to handle large 
conclaves. It will seat 1,500 delegates 
for a meeting, 1,000 for a banquet. 

In Washington, The Willard is 
re-opening its Grand Ballroom and 
South Ballroom for conventions. It 
will offer meeting facilities for 1,200. 
For the past eight years these facili- 
ties have been used by the local tele- 
phone company as executive offices. 
Refurbishing is expected to be com- 
pleted for a November opening. 

Phoenix Hotel, Lexington, Ky., 
has a new convention hall under con- 
struction. This new addition will pro- 
vide meeting facilities for groups up 
to 1,300. It will provide banquet 
facilities for up to 1,000, 

Scheduled for an early 1955 open- 
ing, Las Olas Inn, Fort Lauderdale, 
Fla., has been designed for large 
group meetings. Among this new 
hotel’s function rooms will be one 
with a 1,000-seat capacity. 

In addition to new hotels and ad- 
ditional facilities, many convention 
hotels are refurbishing for the more 
competitive davs ahead. Hotel Nicol- 
let, Minneapolis, has just completed 
a $l-million improvement program. 
Morrison Hotel, Chicago, likewise 
has completed an extensive refurbish- 
ing program to create additional con- 
vention facilities. 

All totaled, even with an expected 
increase in convention and trade show 
business for 1955, competition for 
this business will challenge the best 
sales talent in the hotel industry. 


The End 


you the utmost in service and spe- 
cial attention. 


Write for full convention and group 
meeting information. 


LOW WINTER RATES 


THE 


HOT SPRINGS, VIRGINIA 


TO PLEASE EVERYONE! 


CONVENTION in NASSAU 


AT THE 


Jfort Montagu 


BEACH HOTEL 


Nassau's 
Popular Hotel 


OPEN 
ALL YEAR 


@ Fifty acre tropical estate. 

@ 600 feet of private beach. 
® Big game fishing, water skiing. 
®@ Sailing, tennis, golf—every- 

thing! @ International cuisine. 

@ Favorable foreign exchange. 


OFFICES 
New York 
Chicago 
Detroit 
Boston 
Wash, DC 
Miami 


630 Fifth Avenue Cl 73-7697 
30 North LaSalle St. FR 2-7741 
1701 Cass Ave. WO 2-2300 
80 Boylston Street HU 2-0060 
Barr Bidg EX 3-648! 
146 Biscayne Bivd. 2-7906 


A MILLER HOTEL 
WILLIAM R. CURTIS, Res. Mar. 
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Before You Plan 
A Motion Picture 


(Continued from page 15) 


1. What is the producer’s back- 
ground? How large is his organiza- 
tion? What percentage of his work is 
industrial? What are his experience 
qualifications ? 

2. What films has he made in the 
past three years? 

3. Does he prefer to work with an 
idvertising agency? 

4. Will his unit travel? How far? 

5. Does he prepare scripts, or is 
that an outside service? (Many pro- 
ducers will prepare a script or part of 
it without cost. ) 

6. How long will it take him to 
make your film? Will a backlog of 
work keep him from starting when 
you are ready? 

7. What are his fees? (Average 
fees may be quoted on rule of thumb 
it $1,000 a finished minute of film, 
and this may vary from $800 to 
$1,500. ) 


After discussing your audience and 
message with your producer, you 
want his professional recommenda- 
tions. Your problems are seldom en- 
tirely new to him. 

Remember, you will be living with 
the producer’s organization — for 
months, from rough script to final 
recording, and it is wise to select a 
producer as you would new employes 
with whom you can work. 

Your film, as all industrial films, 
will be 16mm. It is the size accepted 
by industry, and projectors are avail- 
able in many plants or easily rented 
from a camera shop. It has the ad- 
vantage of blowing up pictures to a 
six-foot square without losing clarity 
and is far less expensive than 35mm 
used in theaters. 

There is little question about using 
‘olor today. Cost difference between 
‘olor and black-and-white is slight. 
Color can be used as black-and-white 
for television, too. 

Of course you want a sound track 
on your film. Narration is most 
popular because it requires only one 
professional voice, and may eliminate 
need for professional actors and use 
f sound boom and other equipment 
during actual filming. 

A word of caution: Keep ‘‘com- 
mercials” at a minimum. If your 
story is well told, it will carry your 
message to the audience and be more 
palatable without an abundance of 
trade-name mentions. 

Once a producer is given the green 
light, he will want your available 
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STANLEY RESORT 


ESTES PARK, COLORADO 
George Stobie, Mgr., Phone 23 


CONVENTION FACILITIES 


Casino Auditorium: 42 x 66 plus baicony and 
theatrical stage, 15 x 24. Seats 500. Public ad- 
dress system, 5 microphones, turn table, !émm 
sound projector, lighting controls. Washrooms. 
Three exits. 


Maxwell Room: 65 x 80. Banquet and dining 
facilities for 450. PA system, stage, service bar. 


Music Room: 40 x 40. Seats 140. Stage, fire- 
place, picture windows facing continental divide. 


Pinon Room: 40 x 27 Seats 140. Western style 
with fireplace. 


Roundup Room: !7 x 40. Seats 100. Luxuriously 
western. Just completed with pine paneling. 


Manor West Lounge: 32 x 32. Seats 140. 
Fireplace, picture windows facing Long's Peak. 


Manor East Lounge: 32 x 32. Seats 140. Fire- 
place, picture windows facing Lake Estes. 


Ranch Room: 32 x 25. Seats 100. Large 
stone fireplace, western style. 


“Extras” Included in American Plan 


Square dancing . . . chuck wagon dinners .. . 
ladies luncheons . . . pool . . . swimming. . . 
nightly entertainment and dancing . . . admis- 
sion to world famous Lariat Lounge . . . croquet 

. horseshoes . . . putting ... tennis... 
children's playground with supervision . . . ping 
pong... billiards . . . bingo . . . card games 
. . « fashion shows. 


Horseback riding, tours of National Park, golf, 
boating and fishing available at reasonable rates. 


Fl Allin 
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Came ta Houston... 
The Winter’s Fine 


Houston’s mild winter climate 
makes it the perfect Conven- 
tion spot for your early-in-the- 
year meetings . . . and The 
Shamrock provides the perfect 
meeting place. The Shamrock 
affords the best features of a 
resort hotel plus the conven- 
iences of a city hostelry. And 
its convention facilities are 
unparalleled, including the 
Hall of Exhibits, with its more 
than 25,000 square feet of air- 
conditioned space. And special 
low Group Rates are available 
in December and January 
(also July and August). 

And when it’s playtime, 
there’s golf, tennis and sight- 
seeing that make the outdoors 
inviting in Houston’s temper- 
ate winter climate; daytime 
temperatures average a mild 
70 degrees from October 
through March. 


For information and _assist- 
ance in planning your conven- 
tions and trade shows, address: 
Frank H. Briggs, V.P. and 
General Manager. 


Che Shamrock 


Glenn McCarthy, President 
Frank H. Briggs, V.-P. and Gen. Mgr. 


the Monarch 
of convention Private Meeting Rooms 


hotels... 


CLOSEST TO 
ia betel Pam Space on One Floor 


Te ROM mecroe ROOMS & SUITES 


the Ambassador 


ATLANTIC CITY 
Write for Brochure or Telephone Atlantic City 5-4141 


50,000 sq. ft. of Exhibit . 


700 LUXURIOUS 


literature and probably will send a 
writer to work at your plant. A film 
init will function best with one boss 
ind the producer probably will point 
this out at the start) so, in assign- 
ng someone to work with the unit, 
make sure he can make decisions. 
Once you start, indecision can be ex- 
pensive. 

Your liaison man or technical ad- 
sor should, of course, know the 
product and its applications. A girl 
with a shorthand pad full of notes, 


taken at all stages of the production, 
can be worth her weight in gold when 
film editing and final script come 
around. 

A good script is the key to a good 
motion picture. Though there prob- 
ably will be little resemblance be- 
tween the first script and the fin- 
ished product, it is this first script 
that will become your working out- 
line. 

Quoting Carleton FE. Bearse, 
Worcester Film Corp., “Having your 


All profit trails lead to 


at Convention Hall 


Attendance and sales shoot skyward at this center of the 
largest population block in the United States 
Philadelphia is the hub of the fastest growing industrial area in the world. 
At Convention Hall are more than 265,000 square feet of exhibit 
space, most of it ground-floor and strong enough to hold a steel mill. 
CONVENTION HALL WILL BE COMPLETELY AIR-CONDITIONED BY THE SPRING OF 1955 
For complete information, communicate u ith: 
The Board of Trade and Conventions [ The Convention & Visitors Bureau 


34th Street below Spruce | Chamber of Commerce of Greater Philadelphia 
Philadelphia 4, Pa. § 17th & Sansom Sts., Philadelphia 3, Pa. 


ints “RECEP UP, 
—. JS 


BAR SERVICE 


AVAILABLE y , 
>> \ ACCOMMODATED 
Ye : y 


“MAKE FALL Ogre 
RESERVATIONS NOW! 


F400 


CHARLES E. ROCHESTER, PRESIDENT —- GEORGE W. MILLER, MANAGER 


Hele Levinton sans. 


audience once firmly in mind, you 
must make it your bull’s-eye from 
first frame to last. Do not try to put 
too much story in your first film, 
that is, do not scatter your shots. 
Your message is ‘your arrow; score 
it in the center of the target.” 

Remember, too, that your film, to 
justify its existence, must sell you 
product. Prestige is important, but 
application, case history, or “how it 
is made” are a lot more interesting to 
the buyer than a lot of bricks and 
mortar. 


Check Script 


Another caution: Any script, be- 
fore shooting, should be checked with 
your technical and legal people to 
prevent any retakes at a later date. 

Phase two in making your motion 
picture begins with actual production 
work: filming, editing, rescripting 
and adding sound. But, before the 
first cameras roll, there is a great deal 
of ground to cover. You have to make 
up time schedules and obtain permis- 
sion to film equipment you plan to 
feature in your movie. 

For shots to be taken in outside 
plants, we always get written permis- 
sion from key people in these plants. 
A basic decision whether or not these 
plants will get credit in the movie 
and, if so, how credit will be given, 
must be made. Some manufacturers 
would prefer to have their trade name 
appear, or want their finished prod- 
ucts tied in with film sequence. And, 
still others insist that their plant 
names be inserted in the script as 
part of the narration. 

Many companies have individual 
photo release forms prepared. They 
request actor participants in a film to 
sign these to release the company of 
any future indebtedness. 

While setting up your shooting 
schedule, check on power sources 
available. Much of the success of 
your film will depend on the amount 
of light that can be poured on se- 
lected subjects. Your film producers 
may use 440, 220 or 110 volts. They 
may generate their own source of 
power or wish to tap voltage on the 
spot. In any case, it is advisable to 
request a plant electrician to stand 
by while filming. 

Amount of film that can be shot in 
one day depends, of course, on what 
kind of pictures you are taking. Some- 
times, six or eight scenes may be 
shot about one machine, or several 
machines may be filmed in the same 
plant area. Then it is possible to get 
considerably more film exposed than 
if you jump from one plant to an- 
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other. If you can get into two o1 
three close-by plants a day for short 
scenes, your “batting i 
mighty good. 


average’ is 


Minimum of Rehearsal 


Most industrial films require a 
minimum of rehearsal. An experi- 
enced director will require only two 
or three dry runs generally. This is 
the case in most instances because 
sound is not involved and actors are 
merely repeating their everyday jobs. 
Once on location with lights rigged 
ind cameras set up, it is essential 
that your technical advisor be on hand 
to check with the director and cam- 
eraman, the best way to show your 
product in action. 

If there is any question about 
which way to shoot a machine, do 
it both ways. At this point, cost of 
film is relatively small. Time re- 
quired is considerably less than re- 
shooting at a later date. 


Time to Make Slides 


While sets are arranged and light 
is flooded for*the motion picture 
scene, it is the logical time to make 
color slides. These will supplement 
any visual aid program, and may be 
used for discussions after film show- 
ings. 

Immediately before or after flood 
lights are turned on, it is advisable to 
shoot black and white photographs. 
These will be used to promote your 
motion picture in special printed 
pieces when the film is finally re- 
leased. 

Your professional producer will 
welcome, sincerely, all of your sug- 
gestions and recommendations. But, 
it is well to remember that he knows 
more about technical problems so let 
him handle them. 


Print in 10 Days 


Film sent to printing laboratories 
will be returned to the producer in 
approximately 10 days. This will be 
your first and only opportunity to 
view original film. After being run 
mee, all available footage will be re- 
turned to the laboratories for a work 
print. (Although a werk or rough 
print will show color, it must not be 
considered as the final result. No at- 
tempt is made by the laboratories to 
correct color in work prints.) You 
work with rough prints to protect the 
original from scratches, dust or 
rough handling. 
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The producer will align scenes of 
the work print in proper order. Then 
begins the task of cutting and re- 
vising, so that your film footage and 
word counts will match. Generally 
speaking, there are four words to 
every foot of film. Film editing will 
probably reduce footage by at least 
two thirds since, on the average, two 
or three times as much film is shot as 
can be used. 

With final 


script can be 


film editing done, the 
read through a special 


microphone plugged into the projector 
unit for final approval. Select your 
approval board with care. See that 
they represent Sales, Plant Produc- 
tion and Engineering. The smaller 
the group, the easier they will be to 
handle. 


Recording Studio 


Actual recording will be done in a 
sound studio and, although your film 


producer will handle details, you 


JOKAKE INN 


groups up to 400. Nine conference 


TWIN DESERT INNS At the foot of color- 


ful Camelback Mountain in the heart of Phoenix’ famous resort area 
—two of America’s most luxurious resorts—both Alsonett Hotels. 
swimming pools—golf courses—private stables! Accommodations for 


Valley Room seats 500. For further information, write: 


SALES MANAGER... 6150 E. Camelback . . . Phoenix, Arizona 


PARADISE INN 


Two 


rooms available—beautiful new 


Dankee Jnn Keeping 


at its VERY FINEST 
At These Famous Treadway Resorts 


Atmosphere makes meetings really different. 


TOY TOWN 
TAVERN 


Winchendon, Mass. 


J. S. Packard 
Accommodates 100 


The TREADWAY 
INN 


Coonamessett-on-the-Cape 
North Falmouth, Mass. 
J. Frank Birdsall, Jr. 
Accommodates 160 


Write directly to 
any manager for 
available dates 
for 1955 thru ‘57. 


Each hotel operated on the American Plan, featuring the finest food you've ever 
tasted. Golf and swimming, too, amid scenic beauty. 


The OTESAGA 


Cooperstown, BM, Y. 


H. J. Merrick, Jr. 
Accommodates 225 


a ai 
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The RIGHT Hotel... £ 
in a Great & 
Convention City! 4 


Rits- 
Carlton 


ON THE BOARDWALK 
ATLANTIC CITY 


Nearest boardwalk 

hotel to Convention 

Hall. Complete convention 
facilities for up to 600 
persons on one 
floor. Famous 
Merry-Go-Round 
Room. All suites 
and bedrooms 
ocean view 


Special Sales 
Meetings and 
Convention Rates 


wom $@ 


SINGLE 


from +3 


DOUBLE 


Write or phone 
Atlantic City 4-305) 


Michaei T. McGarry 
General Manager 


eabodly 


MEMPHIS, TENN. 


Convention Headquarters 


Lobby, Mezzanine & Third Floor 
offer over 38,000 sq. ft. exhibit 
& conference 


space, banquet 


rooms accommodating 25 to 


1000 persons; 625 rooms with 


bath. All Air-Conditioned. 


Write Dept. C 
F. R. SCHUTT, General Manager 
An Alsonett Hotel 


should be 
script changes are bound to come up 
and you may be the final arbitrator. 

Realizing that the primary mis- 
sion of an industrial film is to sell 
your product, you cannot minimize 


there, too. Last-minute 


the importance of presenting it to 
your company and sales organization. 

First group to preview the pic- 
ture, understandably, will be execu- 
tives and directors. Second, schedule 
showings at branches across the coun- 
try for benefit of salesmen. Simul- 
taneously, it proves a valuable plan 
to show film to your plant workers. 
(Let them see it before their neigh- 
bors do at some meeting. ) 


Show on Company Time 


Whenever possible, the film should 
be shown to plant workers on com- 
pany time. This will help them un- 
derstand the importance of their jobs 
and makes for improved industrial 
relations. If it is not possible to do 
this, or if the film story is such that 
plant families would enjoy it, a local 
theater may be hired for $150 to 
$250 and special 16mm equipment is 
available. 

For field’ presentations of your 
film, a | simple forms can 
eliminate many scheduling problems 
that are bound to crop up in the im- 
mediate future. Use of the 
should be explained to field  repre- 
sentatives who will arrange the im 
portant showing, when they first see 
the film. 


series of 


forms 


Forms for Handling 


After the film has been previewed 
by fieldmen, first question is “How 
do we get it?” Your forms should 
supply the answer and explain the 
details of handling. These are the 
forms we use: 

1. Film Reservation Sheets: Those 
requesting a film fill this out with 
the name of the film wanted, where 
it should be sent and when it will be 
used. 

2. Film Acknowledged Slip: When 
a film is ordered, the user is advised 
on this form that his reservation has 
been made and tells him when and 
how the film will be shipped. 

3. Shipping Labels: Gummed re- 
turn labels are enclosed with film to 
facilitate return. 

4. Instruction Sheet: An instruc- 
tion sheet is sent with each 
acknowledgment to assist user to 
eliminate basic or “cockpit” troubles. 
It includes such things as how to set 
up a room for showing, tips on how 


order 


Size 
Stoff 
S 


6, 
Spi 
Sowice 


TO ASSURE A 


Successful 


CONVENTION! 


Information? Please write: 
Shepard Henkin, Director of Sales 


HOTEL 


GOVERNOR 
CLINTON 


15 public meeting rooms to accom- 
modate 10 to 350 
1200 outside rooms with bath, circu- 
lating ice water, Servidor and radio. 
7th Ave. at 31st St. (Opposite Penn Station) 
NEW YORK CITY 


“GO COWBOY...” 


For Your Next 
Convention or 
Sales Meeting 


Come to MAYAN BAR M DUDE 
RANCH—the ranch that was fea- 
tured in Life Magazine October 
12th, 1953. Ride with real cow- 
boys. See and enjoy a real cow- 
boy breakfast cooked on the range. 
50 palominos to ride through the 
hills. Donkey carts. Go fishing in a 
river and our lake. Two swimming 
lighted. 


pools, one under-water 


Write for reservation. 


MAYAN RANCH 


In the Scenic Country-side of 


Bandera, Texas 
E. A. Hicks, Owner 
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to operate a projector and how to re- 
turn the film. 

5. Final Report: An casy-to-answer 
sheet lists questions about the kind 
and size of audience that viewed the 
film. This report is sent with the film. 

To make the film profitable, it 
must reach a wide audience. A color- 
ful invitation folder with space for 
name, time and showing date can help 
stir and maintain interest in the film. 
This is handed out as an advance 
notice of the film. 


Synopsis Giveaway 


A general synopsis book with pic- 
tures representing highlights of the 
film can be given to those who view 
the movie. This will serve as a re- 
fresher when the customer describes 
the picture to others or if he wants 
additional information about what he 
saw. 

Whether you put films at branch 
offices with field representatives o1 
maintain copies at your main office 
may depend on the size of your sales 
organization. Tendency today is to 
keep all films at the main plant, in- 
sisting that prints be returned imme- 
diately after use. 

Once returned, they are cleaned, 
inspected and repaired if necessary. 
This will prevent anyone from get- 
ting a film that has not been re- 
wound, one with a broken leader, or 
a bad splice that could easily ruin the 
best planned meeting. 


Two Weeks’ Notice 


Films may very well be requested 
six months in advance, but suggest 
at least two weeks’ notice—except for 
emergencies when air express would 
govern the time schedule. 

Modern 16mm _ sound equipment 
can be rented inexpensively from 
camera shops (see yellow pages of 
telephone directory) in any city. 
When you rent equipment it does 
away with repair problems and trans- 
portation of equipment over distances. 

On the other hand, you may find 
it advisable to purchase 16mm equip- 
ment for branch locations if their use 
warrants the initial investment. Many 
industrial plants have their own 
16mm equipment and operators that 
they will be pleased to make avail- 
ible to you. 

If you are showing the film for the 
first time, or, when the importance 
of your audience demands it, hire an 
operator. The place you rent your 
projector usually can supply an 
operator. 


The End 
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ATLANTIC CITY, N. J. Arotel 


Outstanding Facilities 
at Sensible Prices 


If you plan to hold a convention or sales 
meeting in Atlantic City, it will pay to 
Investigate the facilities at the Jefferson 
. . + Atlantic City's leading moderately 
priced hotel. Famous for its excellent 
cuisine and outstanding facilities, the 
Jefferson's completely trained convention 
staff Is your assurance of a most success- 
ful meeting. 


@ UNEXCELLED LOCATION 
—in the heart of the resort, 
convenient to railroad and 
bus terminal. 

BANQUET ROOM — seat- 
ing 1230 persons. 
SEPARATE MEETING 
ROOMS accommodating 35 
to 350 persons. 

EXHIBIT SPACE of over 
13,000 square feet. 
SOUNDPROOF, AIR-CON- 
DITIONED auditorium. 

@ 468 COMFORTABLE 
ROOMS in the Jefferson 
and its sister hotels. 

@ EXPERIENCED STAFF to 
handle all details. 


For complete details and Information 
for future bookings, write, wire or 
telephone Charlies A. Fetter, General 
Manager. 


Jefferson Auditorium 


Atlantic City’s Newest & Finest 
Completely Air Conditioned 


BUSINESS 
MEETING PLACE 
OF THE 
SOUTHWEST 


A location that is the very center of 
convenience; accommodations 
designed for business men and 
priced to fit business budgets; 

years of “know how”—this is a 
sure-fire successful combination 
for your sales meetings and 
conferences in Phoenix. 

The next time you plan a busines» 
affair of any kind in the Southwest, 
write or telephone the Adams—let 
us show you how our infinite 
attention to the details of your 
requirements can guarantee you the 
greatest meeting you've ever staged. 


Write now for illustrated floor plans 
showing available accommodations 


ADAMS FEATURES 


Sky Patio and Pool * Drive-in Auto 
Lobby * Year round air conditioning - 
24-hour Coffee Shop * New Phoenician 
Room * Health Club + 1-day laundry 
service * 24-hour taxi service and self- 
drive cars at door * Ticket offices 

fur TWA, American, Bonanza & 
Frontier air lines * 350 rooms and 
suites from $7 single, $8 double. 


HOTEL 
ADAMS 


PHOENIX, ARIZONA 
Telephone: Alpine 3-1131 
Teletype: Px 284 


JOHN A.ROCKWELL JACK J. KANE 
Pres. Gen. Mgr 


NOW IS THE TIME FOR THAT 
WASHINGTON CONVENTION 


It's BUSINESS back In the Capital—To catch this new optimistic note—to give your 
Company and Association Meetings and Exhibits the added zest and sparkle of the new 
Washington enthusiasm—plan your activities at The Shoreham. 


Few national meetings are too large for our facilities . . . 


for careful and considerate attention. 


L. GARDNER MOORE—Manager 


certainly none is too small 


SHOREHAM 


Connecticut Avenue at Cakert Street 
ee 8,D.C. 


hold your 
next meeting 


ri 


at the 4 DELLS! 


— the most scenic 
spot in all the 
midwest — the 
most complete 


convention hotel 


The finest resort in famous, 
friendly Wisconsin Dells. 
Easily reached from city 
centers yet gives your meeting 
an “away from the rush” 
feeling that gets things done. 
All resort activities and 
sports — all year. Beautiful 
rooms and meeting quarters. 


Excellent food. 


WRITE DEPT.SM 


DELL VIEW HOTEL 
LAKE DELTON, WISCONSIN 


your headquarters 


in St. Lows 


vorecs “Mayfair 
Cheennox ST. LOUIS 


TELETYPE St 139 
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Agency: Alert Advertising Agency 
Nelson House (Poughkeepsie, 6. Ved. ox 

Agency: Hevenor Advertising Agency, Inc. 
Netherland Plaza Hotel (Cincinnati) 

Agency: Ruthrauff & Ryan Inc. 
Hotel New Yorker (New York) 

Agency: Needham & Grohmann Agency 
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Hotel Nicollet (Minneapolis) 
Agency: Ruthrauff & Ryan Inc 
Nippersink Manor (Genoa City, Wis.) .. 86 
Agency: Sales-Aide Service 
North American Van Lines 3rd Cover 
Agency: Applegate Advertising Agency 
Northernaire (Three Lakes, Wi 83 
Agency: Arthur Towell Inc 
Northwest Airlines, Inc. 
Agency: Cunningham & Walsh, Inc. 
Ohio Displays 
Onawa Lodge (Mountainhome, 
Otesaga Hotel (Cooperstown, N. Y 
Palace Hotel (San Francisco) 
Agency: Swafford and Company 
The Pantlind Hotel (Grand Rapids, Mich.) 
Paradise Inn (Phoenix) 
Agency: Advertising Associates 
Parisian Novelty Company 
Agency: Robert Peterson Advertising Agency 
Hotel Peabody (Memphis) 
Peninsular & Occidental Steamship Co. .. 
Agency: Bishopric/Green & Associates, Inc. 
City of Philadelphia 
Agency: The Beacon Agency, 
Puerto Rico Visitors Bureau 
Agency: Donahue & Coe, Inc. 

RCS Studios 79 
Reno Chamber of Commerce 36 
Agency: Thomas C. Wilson anne on 

Rice Hotel (Houston) oe . 
Agency: Ritchie Advertising Agency 
Ritz-Cariton Hotel (Atlantic Citv) .... 96 
Agency: Abner J. Gelula & Associates 
Sacramento Convention Bureau 46 
San Marcos Hotel (Chondler, Ariz.) .... 70 
Agency: Swafford and Company 
Sans Souci Hotel (Miami Beach) 99 
Agency: E. M. Eisfeld Advertising Management 
Saxony Hotel (Miami Beach) 99 
Agency: E. M. Eisfeld Advertising Management 
Santa Borbara Convention Bureau 55 
Agency: Claire Drew Forbes Advertising Agency 
Schine Hotels 65 
Agency: Hilton and Riggio, Inc. 
Sea Isle Hotel (Miami Beach) 
Agency: E. M. Eisfeld Advertising Management 
The Shomrock (Houston) 9 
Agency: McCann-Erickson, 
The Shelburne Hotel (Atlantic City) 
Agency: Doriand Advertising Agency 
Sheraton Corp. -A 
Agency: Battea, Barton, Durstine & Osborn Inc 
Hotel Sherman (Chicaqo) 6 
Agency: Kastor, Farrell, Chesley & Clifford Inc 
Sherry Wine & Spirits 7 
The Shoreham (Washinaton, _ 
Showmanshio for Industry Associates 
Agency: A. Harper Associates 
Skirvin Hotel (Oklahoma Citv) 
Agency: J. Stewart Bell Advertising 
The Skvline Inn (Mt. Pocono, Pa.) 
Soreno Hotel (St. Patersbura, Fla.) 
Aaency: Griffith-McCarthy, Inc. 
Southwest Hotels, Inc. ... 
Aaency: The Albert J. Barnes Company 
=: Lodge & Club (White Haven, 


Aaency: Ted "Berger Associates 
Stanley Hotel (Estes Park, Colo.) 
Stote Fair of Texas 
Aqency: Ray Beall Agency 
Hotel Statler Co., Inc. 
Agency: Young and Rubicam. Inc 
Strauss Decoratina & Exposition Co., | 
Summit Hotel (Uniontown, Pa.) 
Aaency: Irving J. Rosenbloom 
Advertising Agency 
Sun Vallev 
Aagency: The Caples Co 
Sylvania Hoel (Philadelphia) 
M. E. Taylor & Son 
Agency: Patch & Curtis Advertising Agency 
Ten Eyck Hotel (Albany) 
Terrace Plaza Hotel (Cincinnati) 
Agency: Ruthrauff & Ryan Inc. 
Toy Town Tavern (Winchendon, Mass.) . 
Trainina Films, Inc. 
Trans Canada Air Lines 
Agency: Cockfield, Brown & Co. Ltd. 
Trans World Airlines 2nd Cover 
Agency: Batten, Barton, Durstine & Osborn Inc. 
The Treadwav inn at Coonamesset 
(North Falmouth, Mass.) 
Troutdale-in-the-Pines (Evergreen, Colo.) 
Tulsa Hotel Association 
Agency: Watts-Payne esate Agency 
United Air Lines, Inc. 
Agency: N. W. Ayer & Son, 
Vinoy Park Hotel (St. Petersburg, Fia.) 
Agency: Griffith-McCarthy, Inc. 
Hiram Walker Inc. 
Agency: C. J. LaRoche and Co. 
Western Hotels, Inc. 
Agency: Botsford, Constantine & Gardner 
The Wigwam (Litchfield Park, Ariz.) 
Agency: Swafford and Company 
Willard Hotel (Washington, D. C.) 
Agency: Irving J. Rosenbloom Advertising 
Williamsburg Inn & Lodge 
(Williamsburg, Va.) 
Agency: Needham & Grohmann Agency 
Wilton Hotel (Long Beach, Cal.) ...... 
Agency: Patch & Curtis Advertising Agency 
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“My husband must really be enjoying himself at Miami Beach. 


He left for a seven day convention seven years ago. 


You'll find it hard to leave, too! 
That’s because The Sans Souci, The Saxony, and The Sea Isle, located 
side by side and directly on the ocean, provide such lavish luxury for 
serious minded conventioners who like mixing pleasure with business. 
750 luxurious bedrooms, 14 meeting rooms seating from 50 to 600. 
banquet rooms seating up to 500, with outdoor banquet facilities 
for 1500. Two f amous nite clubs with dancing and shows nightly 


2 coffee shops... 


7 dining rooms... 


7 cocktail bars . 3 luxurious 


swimming pools with cabanas and 800 feet of private beach 
Convention-trained personnel. Every function personally supe rvised. 
European, American, or Modified American plans optional. All 
completely air-conditioned. Competitive rates. 


the ’ 


SIDE BY SIDE ON THE ATLANTIC OCEAN © MIAMI BEACH, 


Yosemite National Park, California 


Modern comfort and every facility for 
sales and convention meetings amid spec- 
tacular mountain scenery. Centrally lo- 
cated and easy to reach... Sleeping 
capauity 200; dining capacity 500, with 
additional sleeping capacity in cottages 
to accommodate 500. Completely equipped 
meeting rooms. 


For full information and colorful booklet 
write Convention Department, Yosemite Park 
and Curry Co., Yosemite National Park, 
California. 


y and 
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HOTEL 


St. Petersburg, Florida 


Has more to offer for your next Conventior 


the largest and finest fireproof hotel on 

a's West Coast. Convention hall, meet 

oms, dining facilities. Accommodating 

to 700. Facing Tampa Bay on beautifu 

waterfront parks. Swimming pool. Golf and 

Gulf Beach facilities at exclusive private 

clubs. All other sports, recreations, enter 

tainment nearby. Season: December to mid- 
April 


Sterling B. Bottome, Managing Director 


hoteis 
FLC RIDA 


EDITOR'S NOTES 


When you pick up a meeting pro- 
gram and it says a forum is scheduled, 
do you know what you're in for? 
How about symposium or panel? Do 
you know the difference? 

Often, meeting planners don't 
know the differences in meeting tech- 
niques and mis-label their sessions. 
While serious harm seldom is done, 
it's good to know exactly what we 
mean when we use a term. It is 


especially important to be exact when 
you invite guest speakers. It takes 
a different kind of preparation to 
participate in a symposium as op 
posed to a panel. 

Here is a brief description ot 
popular meeting techniques to explain 
the differences 


Forum: An audience participation 
procedure, the forum involves a meet- 
ing chairman and members of the 
audience. The chairman states a 
problem and throws the meeting open 


For Business— 


250 rooms @ Banquet facilities for 650 @ Theatre 
seating 700 @ 4 meeting rooms seating 10 to 
75 @ Within block of auditorium holding 1200 
@ 16MM sound movie owrojector @ Air condi- 
tioned. 


For a Meeting They'll Remember 


For convention details write Angie Barker, Sales Manager, Ft. Harrison Hotel, Clearwater 6, Fia. 
Or contact Atlantic International Hotel Service: New York CIRCLE 5-6727, Chicago CENTRAL 6-6846 


Convention rates at the JACK TAR Hotel on the beach at Galveston, Texas, October to April 


Bring them to the largest air-condi- 
tioned resort hotel on Florida's coolest 
coast—its West Coast! 


The 
ort Harrison Hotel 


Clearwater, Florida 


Special Convention Rates 
April to January 


For Pleasure— 


Fresh water temperature controlled pool ® 
Private beach @ Exercise, Massage, and Steam 
Rooms @ TV in most rooms @ Putting greens 
© Cocktail lounge with nightly entertainment @ 
3 golf courses and charter fishing fleet minutes 
away. 


— se 
Wd 
My a 


Harry A. Peters, Jr., Manager 


GRAND HOTEL, 


: . 
Ride eS ~ 


ee 


pena 


A 350-acre private estate with luxurious accommodations and a varie 
any season. Facilities available for group reservations during the following specified periods only: 


—Labor Day to March Ist 
—May 15th to June 30th 


Maximum 80 persons (40 double rooms). 


Point Clear, 


Skylounge 
Conference Room 


Clubhouse for 
parties, banquets 


Year ‘round golf 
Lodge and deep-sea 


cruisers 
Peace and quiet 


of outdoor activities at 


Alabama 


to discussion from the floor. Often he 
will state a general problem and ask 
for discussion one part of the prob- 
lem at a time. Usually, discussion by 
any one member of the audience is 
given a time limit. This technique 
requires chairmanship of a high order 
to keep discussions flowing toward 
solution and to summarize salient 
points brought forth, 


Symposium: Experts are required 
for a symposium. Each expert is as- 
signed one phase of a topic and de- 
livers a talk restricted to his assign- 
ment. Symposiums often are limited 
to three or four speakers, and it is a 
good idea never to go over four. After 
each speaker has delivered his talk, 
the session chairman may call for 
questions from the floor and_ invite 
the speaker most directly concerned 
to answer. 


Panel: Panels are most often con- 
fused with symposiums because they, 
too, make use of a group of experts. 
However, with the panel technique, 
speakers do not talk to the audience 
but discuss a topic among themselves. 
The audience merely sits in as ob- 
servers. A session chairman acts as 
moderator for a panel to guide the 
discussion—to keep panel members 
from straying away from the an- 
nounced topic. 


Clinic: Basically a problem-solving 
session, the clinic presents an expert 
who answers questions posed by 
members of the audience. Often the 
session chairman is active to recog- 
nize questions from the floor and to 
restate or rephrase them so that all 
may know what is being asked. The 
clinic corresponds to the question 
period that follows a symposium. 

All four of these techniques are 
good when properly planned. They 
break up monotony that might set in 
by a succession of straight speeches. 

To be effective, all four techniques 
have two requisites 

Experts who can hold their own 
in a give-and-take session and can 
think fast during a question period. 

2. Provocative and/o 
versial topics. 

Especially for a panel session, you 
are wise to select speakers who can 
inject a little humor as well as wis- 
dom into their discussions. Dull 
speakers on a panel can be as tiring 
as a succession of dull talks. 

There is danger, of course, in plan- 
ning too many panels. You soon run 
out of new experts for subsequent 


meetings. 
ROBERT LETWIN 
Editor 
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A GOOD dle Moll 


OF TRANSFERRED KEY EMPLOYEES! 


Col Mour Local 
NORTH AMERICAN AGENT 


Executives, technicians, salesmen who must be moved to 
another city often are none too happy about the change. 
But you can make it a happy move by specifying North 
American Van Lines’ complete service. 


North American assures scientific packing, courteous 
drivers, ultra-modern vans, on time delivery anywhere in 
the U. S. A., Canada or Alaska. Proof of performance? 
NAVL long-distance moving volume has increased 400% 
since 1949, now averages a move every 214 minutes. Your 
personnel will like North American service — so will you! 


SEND FOR HELPFUL BOOKLET 
Valuable suggestions on how to move your 
displays easily, economically, on time... 
in new illustrated brochure, just off the press. 
Phone local NAVL agent or write Dept. 
SME10 for free copy. 


Agents 
throughout 
U.S.A., 
Canada, 


MU 
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Move trade-show displays with little or 
no crating, in North American padded 
vans. Only departmentalized service in 
the field. Safe, quick, economical! 


Clean, careful storage while in transit, 
or for temporarily idle office equipment 
or exhibits — another helpful service of- 
fered by your local NAVL agent. 


Alaska VAN LINES, Inc. NORTH AMERICAN VAN LINES, INC. 


GENERAL OFFICES: FORT WAYNE 1, INDIANA 


Great sales meeting, Joe-Howd you manage? 


There’s really no secret to it—although it’s all 
confidential. 


It’s no secret, either, that Jam Handvy’s ‘‘one-stop” 
I 

brand of service pavs off in a big way. It means that 

Just careful planning and good visualized talks, plus all the “visuals.”” whether charts, movies, slidefilms 


the kind of 


fully-coordinated presentation that has made Jam 


a convincing, dramatic emphasis or other materials you need, come from a single 
source—at a seeable saving! 


Handy famous as a confidential auxiliary force. The advantages are obvious. One-stop service saves 


Sales managers have long counted on The Jam Handy 
Organization to give them complete one-stop service 
for nearly every sales presentation and sales promo- 
tion activity . . . whether for sales meeting, for train- 
ing school or for a consumer selling program. 


ne-Stop 
Service 


2) 
— Demonstration Devices 
Slidefilms 


time. One source of supply saves the time of your 
management. One responsibility saves confusion and 
duplication of effort. Add it up and you have the 
greatest service with the greatest convenience at 
the lowest cost. 


7c JAM HANDY (yer 


Technicolor Productions 


Field Surveys 
Training Devices 


Slides 2 d Meetings Packages 

Skits - ’ Screen Advertising 
Meeting Guides Cartoon Comedies 
Tape Recordings Training Manuals 
Disc Recordings Poster Charts 
Motion Pictures Banners 


Pictorial Booklets 
Transparencies 
Film Distribution 
Turnover Charts 
Pageants 

Quiz Materials 


Speech Coaching 
Promotion Pieces 
Portable Stagettes 
Television Commercials 
Meeting Equipment 
Projection Service 


OFFICES — new york DAYTON DETROIT PITTSBURGH CHICAGO HOLLYWOOD 


